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AUGUST - 1937 
Canning in Grandma’s time meant good grub for the winter, but it was. 
tough on Grandma. Today the electric range does a better canning job, 


accurately, easily, in a cool kitchen. Home canning with an electric range 
is an economy story that will appeal to thousands. Read it on page 2. F 
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‘STRIKING EXAMPLE OF 


Cx Keadership 


Bing! Bong! Go the bells of your cash register 
when you ring up the sale of an Apex Spin-Dry 
Washer. The ring is louder! The unit-sale 
greater, and your profits far richer! That's why 
Apex dealers everywhere are now prominently 
displaying, strongly featuring, and rapidly sell- 
ing this latest of all Apex bell-ringers, the new 
Apex model No. 221 Spin-Dry Washer. 


Here indeed is a beautiful modern washer with 
unusual sales appeal. A sensationally low- 
priced spin-dry washer with sales-winning fea- 


tures that provide an effective, sales-convinc- 
ing story. A washer that transforms ordinary 
washer sales into Spin-Dry sales, into larger 
unit sales, and greater profits for Apex dealers. 


If you are interested in larger washer sales 
volume and increased net profits, then write at 
once for descriptive literature and liberal dealer 
discounts...and let us show you how you 
may make the bells of your cash register ring 
much louder this fall. Write now, today! Let 
Apex pave the way to richer washer profits. 


APEX ROTAREX CORPORATION e Cleveland, Ohio 


Subsidiary of THE APEX ELECTRICAL MANUFACTURING COMPANY 
West of Denver APEX ROTAREX MFG. CO., Oakland, Cal. « In Canada ROGERS MAJESTIC CORP., LTD., Toronto, Ont. 
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‘The 
Merchandising Month 


Better Prices 


EPORTS of appliance sales 
R through June continue to pro- 

vide encouragement toward 
price increases. In June we reported 
the four month showing, In that pe- 
riod, fifty-seven per cent of refrig- 
erators sold were of the six cubic 
foot and larger models. A further 
rise in this percentage took place in 
June, raising the figure for five 
months to fifty-nine per cent of the 
total. This compares with fifty-two 
per cent for the same period in 1936. 
Evidence of the growing willingness 
of the public to spend more money 
and also evidence that the refrigera- 
tion industry are putting the capacity 
and storage argument over in a con- 
vincing way. 

The six month washer figures are 
equally heartening. Thirty-six per 
cent of the electric washers sold in 
the first half year were in the class 
retailing above $70, the average price 
for this thirty-six per cent was $95.50. 
This class a year ago represented only 
twenty-four per cent of the total. Sig- 
nificant also is the fact that the aver- 
age price for all electric washers is 
$70.40 for the first half of 1937, an in- 
crease from $66.05 which was the aver- 
age for the corresponding six months 
of 1936. 


Gas Engine Washers 


PEAKING of washers brings up 
the division of the washer business 
that is not doing as well as it should: 
the gas engine washer. Gas engine 
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washers are of course sold to farmers, 
And in spite of the fact that farmers’ 
incomes are a way up, in spite of high 
prices and bumper crops that will reg- 
ister a new peak for farm buying this 
year, gas engine washer sales are below 
1936. 

There is only one cause for this 
that can be reasonably assigned. That 
cause is the widespread misinforma- 
tion on farm electrification. Farmers 
have been led to expect so rapid an 
extension of electric high lines that 
they have put off buying a washer 
until they get electricity. Fred Rost, 
able editor of Radio Retailing, tracked 
this down as the reason why the rural 
population was not investing in bat- 
tery radio. And his deductions apply 
equally to gas engine washers. 

The farmer is full of the wrong 
kind of information and consequently 
keeps mamma bent over the wash- 
board when there is plenty of money 
for the washer she wants. Not only 
does the farm woman suffer, but 
some thousands of dealers are losing 
the profit that should legitimately be 
theirs from the sale of gas engine 
washers, 

Now let’s see how wrong the far- 
mer is: The highest estimate of the 
Rural Electrification Authority is that 
165,000 farms: will receive electrical 
service this year through government 
aided projects. Private utilities will 
extend power to another 160,000 
farms. This is a respectable total in 
itself, but does not make more than 
a dent in the total of about six million 
farms now without electricity. Nor 
will electrification proceed more ra- 


pidly in coming years. The govern- 
ment program sets as a goal the 
electrification of only 840,000 farms 
during the next eight years. Private 
utilities may equal or excede this num- 
ber and yet, with all this drive on 
bringing electricity to farms, by 1945 
there will still be over 4,000,000 farms 
without high line service. 

These are the facts that the rural 
population should be told. For if they 
can be awakened from their day dream 
of immediate electrical service, enough 
farm money will go into buying gas 
engine washers to make a fair sized 
boom for small town dealers. 


Another 
Philadelphia 


DD to the favorable factors that 

are combining to make 1937 a 
record appliance year, the rate at 
which our market continues to ex- 
pand. New domestic customers are 
being added to the power lines at 
a rate that promises to exceed 600,000 
for the year. With such a rate of mar- 
ket growth, saturation percentages 
lose most of their significance. What 
600,000 new customers represents in 
appliance sales opportunity is best 
illustrated by realizing that this is the 
equivalent of a market a bit larger 
than Philadelphia. And all those who 
have done business in the rich appli- 
ance field that is Philadelphia know 
this means something. 
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5%, Spoilage 
TOTALS 





CANNING AND PRESERVING ON THE 
BORSODI HOMESTEAD FOR THE YEAR 1936 


Money Retail Amount Time 
Month item Cost Value Earned Hours 
June 8 pts. Strawberry Jam $3.10 $3.84 $0.74 1:00 
June 24 pts. Raspberries 3.02 5.76 2.74 1:00 
hott 48 qts. String Beans 3.12 20.64 17.52 8:00 
Aug. 30 pts. Sweet Corn 1.38 3.54 2.16 4:00 
Sept. 96 qts. Tomato Juice 7.91 20.16 12.25 8:00 
Sept. 27 qts. Peaches 3.51 845 4.94 3:00 
Sept. 14 pts. Peach Butter 91 280 1.89 1:15 
Sept. 9% qts. Pears 78 3.15 2.37 0:45 
Sept. { 8 pts. Grape Juice) 1.00 
| 4 pts. Grape Butter) 1.14 2.80 2.66 1:15 
Oct. 6pts. Mixed Pickles 64 1.50 86 1:20 
Nov. 16 lbs. Marmalade 80 4.80 4.00 1:00 
$26.31 $78.44 $52.13 


6°/, Interest and 10°/, deprecia- 
tion on glass jars valued at $20 3.20 





1.32 





$30.83 $78.44 $47.61 30:35 








HE women of America bought 
approximately 199,884,000 cases 


of canned goods in a sit 


igle typ 
cal year according to the last Census. 
rhis figure does not include the bottled 
foods they bought—ketchup, pickles, 


auces, preserves, jams and similar 
tems which would increase the num 
er by many millions of cases. Ap 
proximately 132,833,000 cases con- 
sted of canned vegetables—mainly 
-ommon varieties such as beans, corn, 
peas, tomatoes, spinach and of course 
canned soup. Approximately 33,051,- 


UUU cases consisted mainly of common 
Iruits—peaches, 


apples, berries, pears, 
ipricots, cherries. Approximately 34,- 
UUU,000) cases consisted of canned 
meats and sausages—pork and beef 
products for the main part. Only a 


very minute part of millions 


of pounds of canned and bottled goods 


all thes« 


consisted of foods which were rare and 


unusual, Most of these foodstuffs put 


up in these cans could be purchased 


in the immediate neighborhood of 


average American families: millions of 


rural families actually raised most of 
them in their own gardens and farms. 
Practically every pound of 


these cans and 
WW hic h 


food in 
millions of bottles, 
and 
been put 


were put up in canneries 


packing houses, could have 
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up by the women of America in their 
own kitchens and in their own homes. 

It is difficult to determine just how 
much they paid for the canned and 
bottled goods they bought, but if we 
assume that the mark-up, (including 
the cost of 
value at the 


transportation) on the 
cannery and packing 
house, was one-third, then they must 
have spent well over a billion dollars 
a year on this part of the family food 
budget. On the basis of my own 
records and experiments with home 
canning, using not the cheapest but the 
best electrical equipment, they could 
have saved more than half of this sum 
after paying not only for the raw food 


and supplies, but also the electricity 
used for fuel; a pro rata part of the 
amortization of their ranges, mixers 
and ordinary kitchen equipment; a part 
of interest on the investment in the 
equipment they used, and even for the 
spoilage and breakage, some of which 
is unavoidable with home canning. 
They would have had roughly half a 
billion dollars which they would have 
earned canning and preserving in their 
own homes, to spend for something 
which they cannot afford now at all— 
for luxuries which are beyond their 
means, but which they are now using 
to pay for tin cans and bottles, for 
fancy labels and advertising, for trans- 
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portation and storage and for oper- 
ating canneries, packing houses, whole- 
sale and retail grocery establishments. 

From the standpoint of the electrical 
industry, such a change would open 
new consumer markets for many mil- 
lions of dollars worth of ranges, 
mixers and other electrical appliances 
and in addition enormously increase 
the consumption of domestic power. It 
is true that the opening of this market 
would represent a shift of demand for 
power from commercial to domestic 
consumption. But such shifts are not 
new. The rise of the automobile meant 
a shift of demand from horses, feed 
and wagons, to gasoline and automo- 



































Here’s Something For The Salesman 


stantial money saving with 


biles, and from livery stables and 
blacksmiths to garage and service sta- 
tions. In a progressive world, the best 
and most economical methods of doing 
things involve competition with poorer 
and less efficient methods. The market 
which can be created by teaching 
women to can and preserve at home 
should be cultivated by the industry 
precisely for the same reason that I 
have been urging women to increase 
the productive work which they do at 
home—because it pays to do so. 


Better canned and preserved food at a sub- 


the electric range 


By MRS. RALPH BORSODI 


which have repeatedly occurred with 
other shifts of demand from one mar- 
ket to another. 

Most women are doing practically 
no canning and preserving today ; even 
those who do often fall far short of 
putting up the quantities which the 
average family might use advantage- 
ously. An entire year’s supply for a 
family of five might be as large as 400 
or 500 quarts. On the Borsodi home- 
stead we have rarely put up as much 
as this, mainly because of the fact that 


Canning Made Easy 


we are able ‘to secure fresh vegetables 
the year round at a reasonable price. 
Last year was a typical year for us, 
and we put up the equivalent of about 
250 quarts in glass jars. This does not 
include items like baked beans and 
canned soup—two of the biggest sell- 
ing items in canned goods. The saving 
on these items, when they are cooked 
at home, are among the largest of any 
kind of canned foods. In the case of 
both of them—as in the case of most 
canned and bottled foods—the saving 
is largely due to the fact that when 
these are prepared at home, the water 
used costs practically nothing, while 
when purchased canned, not only is 
the water paid for at the price of the 
food, but the cost of transporting has 
also to be paid for. The savings on 





(Please turn to page 25) 


It is true that the electrical industry 
has a small market for motors and 
current in the canned goods and pack- 
ing industries, and this market would 
probably shrink if the domestic market 
were expanded. But there is an 
enormous difference between the mar- 
ket represented by the 4,955 establish- 
ments engaged in canning, bottling and 
packing, and the market represented 
by 22,000,000 homes. The continuous 
use of heavy equipment and the large 
scale use of current in canneries (with 
electricity supplying only a very small 
part of the fuel) makes the present 
industrial market a minute fraction of 
the potential domestic market. Both 
from the standpoint of industry and 
the consumer—this change would mean 
an enormous net gain; the possible 
loss can be disregarded and should 
prove no more serious than those 





























EWING GALLOWAY 












ACID VEGETABLES 





CANWING YRVITS AND 
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q r O runs, no hits, no errors 

\ might have been good for 

, “ Mary Jones, but such a rec- 
ord never made a big leaguer—you’ve 
got to do all of those things to succeed 
in appliance selling. 

Did you ever stop to consider that 
you can get into the major league in 
appliance selling faster than in any 
other field? It takes years of barn- 
storming to earn the right to perform 
under the big top in the circus field. 
It takes a lot of grit to work up from 
a sandlotter to a bush leaguer to big 
time in base ball. Edison had to 
struggle through 9,000 experiments to 
invent the storage battery. Stephenson 
worked 15 years before he got his loco- 
motive to run. Morse tinkered 14 years 
before getting a telegraph to tick prop- 
erly. But my friend Sam Gardner, 
until lately a street car conductor, dove 
into the honorable profession of appli- 
ance selling and within three months 
became a big leaguer. His case is by 
no means the exception. He ran and 
he hit and he erred! 

“T wasn’t getting enough plus liv- 
ing,” said Sam. “That’s why I shifted 
to appliance selling. I had been strug- 
gling along at about $150 per month. 
There wasn’t enough in our budget 
to see more than one movie a month 
after paying the rent and the food and 
the clothes. Then leather went up and 
every pay, with all the kids I have, 
nicked me over the limit for new shoes. 
I couldn’t get a raise as a street car 
conductor so I decided to plunge into 
selling, where my chance to earn de- 
pended upon me, individually. It’s 
worked out swell. I’m making $200 a 
month now, $50 more than I did, or 
could have. And that half-century 
each month is plus living. Way I have 
it figured out, the move has really in- 
creased my real income better than 
500 percent. You see, in the old job, 
there was about $5 left each month for 
things other than necessities and it is 
these which make living delightful. 
Now, there is about $50 each month 
that the family can spend on luxuries. 
So although I increased my income 
only about a third, I have increased 
our plus living about five times. And 
boy, how I wanted to be a major lea- 
guer in appliance selling. I’m im- 
proving every day.” 
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Great Sam. His principle of plus 
living is something we can all learn a 
lesson from—but greater, his desire to 
be a major leaguer is something we 
should all strive for. Anyone can play 
the game on a sandlot. The woods are 
full of bush leaguers. But once you’ve 
arrived, competition is really less keen 
at the top. Get up there. 

What does it take to be a major 
leaguer in appliance selling? Let’s 
study the records of a few of the boys 
who have heavy batting averages. They 
indicate that aim, speed, control, 
change of pace, reserve power, color, 
a sense of teamwork and guts in a 
pinch are the stuff of which big time 
salesmen are made. 


ERE’S Jack Schaeffer’s record. 

He has specialized on aim. He has 
an eagle eye, steps up to the sales plate 
confident, knocks few fouls and seldom 
strikes out. His ratio of closures to 
approaches is nearly 40 per cent. He 
sees fewer prospects, follows through 
thoroughly, knocks a lot of home runs. 
He has tailored his reach to what he 
knows he can hit. He’s a big leaguer 
but, further down the pile of these re- 
ports, there are examples of salesmen 
who are failing because their aim is 
poor. Here’s McClenthen who has 
struck out so often on his sales ap- 
proaches that he has become discour- 
aged. In a slump, he lacks belief in 
himself. Here’s Dohenny, who seems 
always to want to get a base on balls. 
He’s a push-over for the easy way. It’s 
seemingly an effort for him to swing at 
a sale. Here’s Smellers whose record 
reflects that he expects to get on by 
being hit by pitched balls—his sales 


approach is, “Help me, fellah, for I’m 
down and out.” He forgets the need, 
the merit of the product, and the 
good he can do to the prospect. He 
wants sympathy and tries to win sales 
as a beggar. When he steps up to 
the sales plate, he hopes to God he’ll 
be hit rather than to hit! 

Then there is Bartholemew who has 
specialized on control. He knows just 
where to plant each sales pitch. He 
wastes few words, listens a lot, watches 
signals carefully, centers on a key 
issue, and then grooves a telling argu- 
ment for a strike-out. Put ten pros- 
pects up before him each day, (that is 
the quota he operates on) and he’ll fan 
every one. But, in contrast, there is 
Balwimple who always hits pop flies. 
He takes a mighty swing, uses up a lot 
of energy, but is usually put out! 

Taking this analogy a little further, 
there is Simpson who has specialized 
on pinch hitting. He goes along every 
day delivering his quota. He has 
neither conceit nor delusions about 
himself. He’s liked by everyone on the 
sales crew. He loves to help out. 
When anyone gets in a spot where 
it takes a little extra sincerity, 
argument or earnestness to get the 
sales run in, Simpson comes to bat in 
grand style. His motto is teamwork. 
He doesn’t try to be a prima donna. 
Against him, there is a Dundrean who 
always tries to steal the show. He 
spends more time selling the merch- 
ant he represents than talking to pros- 
pects. His mustache is waxed to a 
point where any real housewife would 
duck behind a door when he called. The 
truth doesn’t seem to be in him. He 
makes a few sales but they don’t hold. 


It 
rors,., 


He doesn’t know what teamwork is. 

Finally, there is Lillwell, who has 
specialized on speed, energy, drive. He 
takes long chances, many of which fail 
but a goodly proportion succeed. His 
philosophy is that you have got to 
make a lot of errors to increase your 
per centage of catches. He'll stab for 
anything; sometimes making himself 
look ridiculous, but he is always in 
there trying. Because he has attempted 
so many difficult sales closures, he has 
gained a lot of experience; so he does 
impossible things with a lowering per- 
centage of mistakes. He’s a honey— 
destined for the bigtime because he 
dares to do the impossible. Against 
him there is Meinhardt, always afraid 
he is going to get in wrong. He lets 
a belaboring crew manager bulldoze 
him. He agrees with every objection 
of a prospect. He never gets angry. 
He has a sweet insipidness, a fawning 
type of goodfellowship, a wishy-washy 
lack of positiveness that finds him sel- 
dom on his toes. 


“THE fields are full of sandlotters 

who will never be bigtime in appli- 
ance selling, just as there are so few 
bush leaguers who will ever get into the 
majors in baseball. To perform well, 
you’ve got to have what it takes at the 
time when it is needed. El Oppre- 
brach, for example, for months was a 
spell-binder on his wife and a flivver 
facing the prospect. Why? With her 
he had a dominating confidence, a 
show-off desire, an atmosphere where 
he could strut his stuff. But in front 
of a stranger, inferiority-feelings sub- 
merged him. He became tongue-tied 

(Please turn to page 81) 
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Such a record never made a 
big leaguer —you’ve to do all 
those things to succeed in 


appliance selling 


By 
G. E. Stedman 
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ETTING the door open is still 
a problem to retail appliance 
Once the salesman 
has managed to get the attention of 
the housewife, the rest is comparatively 
easy, for in most cases electrical ap 
pliances have a way of selling them 
selves when their convenience and la- 
bor saving features are properly dem- 
onstrated 

Manufacturers, in an endeavor to 
help the salesmen over this hurdle, 
have devoted considerable time and 
researcly to the study of opening the 
door to their dealers and salesmen 
And many have come to the conclusion 
that they cannot do better than take 
a leaf from the book of the most suc- 


cessful of all door-to-door canvassers, 
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the Fuller Brush man, who captures 
the interest of the housewife by thrust 
ing a gift brush into her hand before 
launching forth upon his sales. pres- 
*ntation. 

Washer and ironer manufacturers 
lead in supplying this type of sales 
helps. A number of useful gifts, 
which the housewife can hardly over- 
look, have been developed. 

A brief survey recently made by 
ELECTRICAL MERCHANDISING of the 
type of door openers manufacturers 
sell to dealers and their salesmen, 
iten at a cost much lower than 
the cost to the appliance manufac- 
turer, disclosed the following items 


available to retail salesmen suffering 


from door-bell consciousness : 





H* Washing Machine Corp., 
4 Syracuse, N, Y., carries as 


stock items a lingerie line; an Easy 
thermometer ; a box of 24 clothes pins; 
an automobile reflector; an ironer 
towel; a Home Laundry booklet; and 
coor knob hangers. 

The lingerie line has proven very 
popular with dealers and is used in 
many ways. Most popular is the “au- 
tomatic traffic regulation” method. 
The prospective customer who will 
sit at the ironer in the store and iron 
a simple piece, such as a towel, is 
given the lingerie line free. This of- 
fer is made known to the public by the 
distribution of hand bills at the store 
entrances. When the traffic in the 
ironer department gets too heavy to 
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DoorR 


Ingenuities 


to get the 
Appliance 
Salesman 
an 
Interview 


handle, distribution is discontinued. 
When the rush has dropped off, it is 
resumed. 

The Easy thermometer is used most 
often by salesmen making call-backs 
on washer owners. It is offered as 
part of the dealer’s service and gets 
the salesman inside to explain its use, 
after which he has an opportunity to 
sell an ironer and secure names of 
friends interested in laundry equip- 
ment. 

The clothes pins are used in the 
same manner as the lingerie line and 
for free offers over the radio, in 
newspaper advertising, at fairs, food 
shows, etc. 

The auto reflector, the newest type 
door opener adopted by Easy is 
used in a hook-up with nearby auto- 
mobile agencies and gasoline stations, 
where the reflector is displayed on 
new cars. Inquiries are directed to 
the Easy dealer. 

Ironer towels are used on the store 
floor in demonstrations and are given 
away to any woman interested enough 
to sit down and iron one. 

Home laundry booklets are generally 
used for call-backs and for radio free 
offers. 






(Please turn to page 76) 
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By 
Anna A.Noone 


(A) Door openers offered by General Electric Cleaner Division consists of a dust cloth, ... (F) toy range, refrigerator, combination sink and nickel saver offered by Westing- 
wax applicator and a glass and chrome polishing bag . . . (B) Easy's thermometer, lingerie house . . . (G) clothes pin bag,‘ relish dish and “Jot-It-Down" book used by Meadows 
line, clothes pins and towel ... (C) the "New Art" cook book, hot pot holder and "Handy Corp....(H) Norge's "menu aid" and pot holder... (1) the Horton "Klean ZONING" 
Chart for Range Users" developed by GE's Specialty Appliance Sales Division... (D) Voss brush... and (J) Conlon's gift towel. 

Bros.’ stain removal kit .. . (E) GE washer division's filler hose, coin bank and clothes stick 
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THROW IN A COLLEGE EDU- 
CATION ON WRINGERS 


It doesn't cost anything to show a 
woman how to operate her wringer 
correctly at the time you are making 
a sale. So Dave Siegall, supervisor in 
laundry equipment for Chicago's 
Commonwealth Edison Company dem- 
onstrates (1) how to lift up the 
laundry with a stick. Next (2) he 
shows how easy it is to take the gar- 
ment off the stick with the four fin- 
gers in plain sight, on top, if you 
please. Last of all (3) he spreads 
the piece out with his hands so that 
it will go through the wringer smooth- 
ly, and without bunches. Once a 
woman watches you do the trick cor- 
rectly, it's dollars to doughnuts she 
will follow suit. 





KENTUCKY THROWS LIGHT 
ON WASHER SALES 


We didn't catch the gentleman's 
| name but out at Hopkinsville, Ken- 
tucky, there is said to travel a wash- 
ing machine salesman who has found 
the right psychology for country folks. 
Hooking up his gasoline motor to a 
generator, he starts his demonstration 
by lighting up the place like a church. 
Then, extolling the virtues of his two- 
purpose washing machine, which coun- 
try folk can understand (milk and 
beof, chicken and eggs, for instance) 
he goes ic town—usually with the 
order. 
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SHOW CUSTOMER HOW TO 
REMOVE GAS MOTOR 


One of the catches in selling gas- 
powered washers has been the cus- 
tomer's insistence that the dealer 
make a country call whenever there 
is trouble. C. C. Snyder of the Dex- 
ter Sales Company, Dayton, greatly 
sidestepped this trouble in his dem- 
onstrations. After the customer is 
on the dotted line for a power-driven 
washer, he returns the machine and 
points out a couple of bolts. “Should 
anything ever go wrong with the gas 
engine, you simply undo these bolts 
and you will find that the entire gas 
engine can be lifted out easily. It 
won't be any trouble at all therefore 
for you to bring it in to us for 
service.” 


WOMEN DON'T INSTINC- 
TIVELY KNOW HOW 
TO WASH 


If the gospel of Faith M. Richards, 
of Fairbanks-Morse is getting any- 
where, she has converted a lot of 
electrical dealers to realization of the 
fact that a lot of young housewives 
know nothing at all about washing 
machines, and plenty of old ones 
have been bungling the job for years. 
Washing isn't automatic like breath- 
ing and eating, she declares. So Miss 
Richards coaxes dealers to put a 
laundering guide into each washer 
they sell before they deliver it. It 
helps a lot to make a satisfied 
customer. 


SO SIMPLE IT'S SILLY—DO 
YOU DO IT? 


A dozen times a day people come 
busting into the store of this Cleve- 
land electrical dealer asking for some 
part for their washing machine. No- 
ticing how many times they got the 
wrong sized part—largely through 
carelessness—this dealer started en- 
closing new machine literature with 
every part he wrapped up. Catching 
the customer in a disgusted mood, 
the odd thing about it was that it 
worked. 
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A REVOLUTIONARY PRODUCT THAT BRINGS 


SIMPLE...FOOL - PROOF 





CONTROLS 


Washing, rinsing and drying time cycles are con- 
trolled by a mechanism as simple and unfailing as an 
electric clock. Positive thermostatic control regulates 
desired water temperature ...as accurately as tem- 
perature is regulated in refrigerators and for oil 
burners. 





MOTOR ...TRANSMISSION 


and PUMP 


The electric motor is of the standard quarter horse- 


—- 


power type now used on washing machines. The Bate 
Y 


pump is of the conventional design in common use 
for numerous purposes. The transmission principle 
follows closely that which is employed in present 
day motor cars in simplicity and dependability. 


VALVES 


The water inlet and drain valves are automatic and 


electrically operated . . . as simple as pulling a stopper 
out of a sink. <>) 


CYLINDER «and TUB ASSEMBLY 


The Bendix clothes cylinder is perfectly balanced on = 


ia 


its ball-bearing axis and spins in the fixed tub as freely 
and smoothly as a top. 


APPROXIMATELY ONE-HALF AS MANY OPERATING UNITS THAT MAY REQUIRE SERVICING 


AMAZING PUBLIC RESPONSE AWAITS THIS 


SENSATIONAL 


Actual showings of the Bendix Home Laundry proved 
that tremendous public response awaits this revolutionary 
successor to the washing machine. Women are bowled 
over by its sheer simplicity and miraculous performance. 


At demonstration after demonstration, women were 
amazed ...found it hard to believe...that such a 
simple machine could do seemingly impossible tasks 
automatically. But they believed their own eyes (as you 


LABOR-SAVING 





EITHER PORTABLE OR PERMANENT INSTALLATION 


INVENTION 


will) when demonstrators put in soiled clothes... set 
automatic controls . . . took out clean clothes, damp-dry 
... while Bendix did all the work without attention. 


You, too, will be amazed . . . become enthusiastic over the 
possibilities of this astonishing new labor saver, that will 
change an entire industry. You will be eager to become a 
Bendix dealer and offer this modern miracle to the women 
of your community! 
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\QWORKTESS WASH DAYS 10 WOMEN! 


WHY WOMEN WILL REPLACE WASHING MACHINES 
WITH THE BENDIX HOME LAUNDRY 
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SAVES LABOR... Fully automatic operation... wash- 
ing... rinsing .. . damp-drying . . . without attention. 


BETTER WORK .. . Launders clothes better than by 
any other known method. All clothes washed in clean water 
and given three separate clean water rinses. 


PAYS FOR ITSELF... Uses less soap, less bluing. Far 
less wear on clothes. Direct cash saving where day labor is 
employed for laundry work. 


SAFE...Has no exposed moving parts, no wringer. A 
child can operate it. 


TROUBLE-FREE.. . Approximately one-half as many 
operating units that may require servicing. 


PROTECTS HEALTH... Laboratory tests prove that 
the Bendix Home Laundry washes clothes sanitarily clean. 


FLEXIBLE... Washes sheer silks, rayons, lace curtains, 
fine linens safely, as well as thoroughly cleaning dirty work 
clothes. Takes just a few garments or a full load of nine 
pounds. 


SELF-CLEANING...Bendix scours itself automatically 
without attention. 


NO SET TUBS NEEDED...Bendix soaks clothes 
... pre-soaking optional . . . with agitation before washing. 


REASONABLE PRICE, EASY TERMS... Easy to 
buy on long convenient terms. 


FULLY GUARANTEED... A full year’s guarantee on parts and workmanship. 


HERES All THE WOMAN DOES: 


























BENDIX OVERCOMES ALL THESE OBJECTIONS 


Removing agitator or plunger 


Cleaning tub after washing 


TO WASHING MACHINES 


Putting water in tub 


Lifting wet clothes Do not get clothes clean enough Extra scrubbing 
Running clothes through wringer - Removing agitator Too much vibration 
Cleaning wringer a ; Hand wringing 
Testing hot water by hand mptying dirty water Running up and down cellar steps 
é Take too much soap 
Hand operations : Catch hands 
P Tangling clothes Extra’ rinsi 
ee Take too much water sates 
Boiling clothes Buttons break off during wash- Too hard on clothes 
Soaking clothes ing or in wringer Wringer tears clothes 
Take too much strength Removing of clothes from hot water Wetting hands 
Take too much time Turning wringer by hand Lifting clothes to wringer 


Note: Answers by women to question . . . “What do you dislike most about washing machines?” .. . from a survey made in 10,000 homes. 


LIBERAL TRADE-IN ALLOWANCE 
































UL NATIONAL MAGAZINE ADVERTISING 


ages every month in The Saturday 
d Life will announce and pound 
_ month after month. 


POWERF 
Full color double spreads followed by full p 
Good Housekeeping an 
e story of Bendix to over 6,000,000 families . . 


Evening Post, 
home th 


The circulation of these great national publica- 


pulation from coast to coast. 


tions parallels po 
munity 


The higher income groups in your com 
read these magazines. And these people are the 
best prospects for the Bendix Home Laundry. 
They have the money to buy it. These advertis- 
ing messages every month 
will smooth the way for 


your salesmen. 






















D NEWSPAPER ADVERTISING IN 
OOPERATIVE PLAN 


Rotogravure and black and white half pages 
and quarter pages will smash home the Bendix 
story to over 12,000,000 families every two 
weeks. This advertising will drive hot pre 
pects into your display rooms because this 
advertising will list Distributors and Dealers 
rful action-producing hook. 


FACTORY-PAI 
96 CITIES plus LOCAL C 





and carry a powe 
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WATCH FOR AN INVITATION TO A PREVIEW OF THE BENDIX H 
PROFIT-MAKING MERCHANDISING PLANS BY THE DISTRIBUTOR 


PREVIEW SOON « 
PRODUCT ond MERCHANDISING 





YOU WILL BE INVITED TO A PRE-~-SHOWING OF PRODUCT 7 
AND MERCHANDISING PLANS z 


OME LAUNDRY AND THE SENSATIONAL 
IN YOUR TERRITORY. GET SET TO Go! 


WRITE FOR NAME OF DISTRIBUTOR IN YOUR TERRITORY 


BENDIX HOME APPLIANCES, Inc. 


DEPT. M, 528 FISHER BUILDING, DETROIT, MICHIGAN 


PLAN 


HERES WHAT THE | 
BENDIX FRANCHISE OFFERS 


SELECTED DEALERS 





1 A product that revolutionizes the washing 
machine business. 

2 The most generous discounts in Major ap- 
pliances. 

3 One model, which means rapid turnover... 
greater profits. 

4 No yearly models... eliminates obsoles- 
cence losses . . . creates greater profits per 
unit. 

5 Longer gross dollar profit per unit sale than 
any other major household appliance. ' 

6 Liberal trade-in allowance. 

7 The most powerful advertising and sales 
promotion drive ever put behind an appli- 
ance of this kind. 

8 The backing of one of the strongest and | 
best known names in American business. t 


LOCAL ADVERTISING AND 


SALES PROMOTION 
There’s a generous plan for Cooperative 
Factory-Distributor-Dealer Local Adver- 
tising. Newspaper mats and cuts, radio 
records, signs, displays, literature, direct- 
mail... proved sales promotion material : 
will be available. The Bendix policy will be 
the same as with the product itself. Quality 
first. Not how much, but how good! 





© 1937, Bendix Home Appliances, 
















































































H. J. KENNELLY helps col- 
lect through the light bills. 









L. R. STEWART helps bring in the order. 





66 66 . 
Musts” and “Mustn’ts” in 


W. E. FOLEY supplies money 
and oils the machinery. 


Coooperative Kinancing 


EVERAL years. back Electrical 

Merchandising sketched the ideal 

partial payment set-up—a joining 
of dealer, utility and finance house. 

This condition has come true in 
Indianapolis. Consequently a compari- 
sion of the reality with the theory is 
interesting. 

This story presents the facts gleaned 
from interviews with three musketeers 
of appliance financing—H. J. Kennelly 
of the Indianapolis Power and Light 
Company, W. E. Foley, branch man- 
ager of the First Bancredit Corpora- 
tion, and L. R. Stewart of the Thor 
Electric Shop. All their comments 
will be melted into one story. 

To be eligible for the finance plan, 
the dealers must: 












































1. Have display space. 

2. Sell nationally advertised lines. 

3. Stock one of each model. 

4. Maintain a service department. 

5. Have at least $2000 investment in 
the business. ° 

In return, the utility pays 50 per 
cent of the dealer’s advertising. 

Twelve months time is allowed on 
radio and washers, up to four years on 
ranges, water heaters and refrigera- 
tors. About 10 per cent of the dealer 
sales are turned down. 

The customer pays 6 per cent on the 
unpaid balance. The dealer leaves 1 
per cent per year reserve to cover 
On a sale amounting to $100 
the dealer gets $90 cash, and at the end 
of four months gets $9 of the remain- 
ing $10 if the paper be of the twelve 
month variety. On the four-year plan 
the dealer gets 6 per cent of his 10 
per cent hold-back at the end of four 
months. 

No appliances are financed unless 
sold at list. There are set allowances 
on trade-ins up to $15 on ranges, and 
not over 10 per cent on other items. 

Dealers to enjoy the three-way 
financing service must agree at any 
time to repossess any merchandise and 
to hold it on his floor for sale. They 
are allowed $5 for repossessions and 
get an allowance of 10 per cent of the 
unpaid balance for reconditioning. Re- 
sale price of the pulled appliance is 
set by the utility. 

In doing business in Indiana it is 
well to remember that $600 worth of 
personal property of every Indiana 
citizen is judgment proof. Further- 
more salaries cannot be garnisheed. 
Consequently the success of the In- 
dianapolis plan is largely through 
moral pressure. When sales are turned 
over by dealers to be billed by the 


losses. 
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Dealer-utility-finance house hookup in 


Indianapolis reveals 


Indianapolis Power and Light Com- 
pany they go on seperate bills. One 
out of five dealer sales are checked up 
by the finance company to see if cor- 
rect. Should a purchaser become de- 
linquent, the utility sends two delin- 
quent notices and makes one collection 
call before turning back the paper to 
the dealer. If an appliance has to be 
pulled, the dealer does it, should the 
dealer go busted the utility steps in. 

When the merchandise is taken back 
from a delinquent customer—and the 
dealer must take action if the pur- 
chaser is slow after 30 days—it is 
necessary for the customer to pay at 
once 25 per cent of the balance if he 
is to get his appliance back. 

With electric ranges especially the 
power company makes a personal in- 
vestment in each sale. With range 
sales up to $100, a dealer gets $2.50 
bonus and his salesmen $5 from the 
utility. If the dealer sells one for 
more than $100, this bonus jumps to 
$5 and $7.50. The utility takes all 
servicing of ranges off the dealer’s 
hands, but requires him to send in $3 
on each range sale to cover a year’s 
service. To compensate for this, on 
all ranges financed, the dealer must 
add $5 to the list price. This will 
allow him $3 for service and $2.00 for 
freight. Some 13 home service girls 
follow up range sales. 

One of the greatest values of the 
cooperative scheme is the way it 
stumps trial hounds. If an appliance 
is repossessed all 50 dealers in the 
association in Indianapolis are notified 
and that particular person is through 
buying on time. 









rules to be followed 


On the four year loans the finance 
house insists they be on standard mer- 
chandise that will stand up. Further- 
more, they want distributors who carry 
parts and can give service on the scene 
as a possible protection. 

That the plan works is attested to 
by L. R. Stewart of the Thor Electric 
Shop, a veteran Indianapolis dealer. 
““A small dealer can put through about 
two thirds of his deals under this 
plan,” he told Electrical Merchandis- 
ing. 

Summing up, here’s the Indianapolis 
experience: 

1. Cooperative financing needs four 
months recourse, at least, as protec- 
tion against wildcat selling. 

2. In cities with shifting population 
three year financing is out. Indian- 
apolis, for example, is static. Detroit 
is shifting. 

3. How much of a man’s income can 
be tied up with finance payments? 
Not over one-third. It is estimated 
that two people can live on $20 a 
week, but if there are children this 
salary is not enough for partial pay- 
ments. 

4. Cooperative financing calls for a 
cooperative dealers’ association who 
will check standard prices and stand- 
ard trade-ins. 

5. A local credit association is needed 
to check up on customers who buy 
from ten different places. With two 
they may have good credit, with the 
remaining eight, they may be lousy. 

6. Dealers should follow their own 
collections. They should get delinquent 
notices. If they do this they avoid 
trouble. 
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Action 
Displays 


HAT do kilowatt hours 
W mean to the average con- 
sumer? Just so much jab- 
berwock to the ninety and _ nine. 
But, have the Penni-Meter 
which, on its large dial, reads in a 


now we 


language anyone will understand— 
cost per hour in pennies, or tiny 
fractions thereof. This new instru- 


ment measures current cost in a lan- 
child can understand, and 
also helps to convince mother that 
modern appliances will not give father 
the jitters when the monthly current 
bill is left on the family doorstep. 
A 100-watt bulb? “Horrors,” 


guage a 


many householders will exclaim at 
the very thought of such extrava- 
gance. Yet, in the Irving Place 


show room of the New York Consoli- 
dated system, may be seen a reading 
lamp in circuit with a Penni-Meter, 
which tells in bold figures that the 
hourly cost of such “extravagance” 
is about one-quarter of a penny at 
the lowest rate, and less than one- 
third at the rate paid by 
Or, to put it in an- 


average 


the entire city. 





rs 
ies 
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TO DETERMINE EXACT COST OF OPERATING ANY ELECTRIC APPLIANCE 


Electricity 1s cheap and cheap electric- 


ity 1s a powerful argument for applt- 


ance sales. Here 1s one means of visu- 


alizing to the buyer how Itttle it 


costs to operate electrical equipment 


other way, a 100-watt bulb so used 
guards those precious eyes, but costs 
less than one-sixth of a cent per 
hour more when compared with the 
possible eye-straining 50-watter. So 
much for the use of the Penni-Meter 
in the “Better Light Better Sight” 


campaign. 


However, the principal use of the 
new cost-measuring instrument is in 
the promotion of appliances. This 
is particularly true in a step-down 
system of rates, such as prevails in 
Greater New York. And so, the 
slogan is “Get Acquainted with your 
new Electric Rates”, in order to 









much less that new and 


learn how 
desirable appliance will cost to keep 


running—as compared to 
ceived hazy ideas. 

If the consumer is paying a little 
less than $6.00 (or more) per month 
for current, the added charges will 
be at the two-cent rate, while the 
meter tells the exact number of pen- 
nies the nearby refrigerator, range, 
vacuum cleaner or washing machine 
will cost for power. Or, the tiny frac- 
tion of a penny the radio, and other 
small appliances, add to the hourly 
current bill. Mental arithmetic 
quickly yields the approximate 
monthly total. Further, if the new 
appliance comes under the three-cent 
rate, -the cost is still almost half of 
what it was before rates began to 
come down. 

Naturally, the public to a very large 
extent, looks upon the kilowatt as an 
imp employed by light companies to 
conceal high charges. In any event, 
according to popular thinking, the 
kilowatt costs too much. One of the 
principal reasons for that frame of 


precon- 


A New York Consolidated action window 
display. One appliance at a time is auto- 
matically switched on and the recess in 
which it stands also lights up—and, the 
large meter shows exactly what that partic- 
ular item costs to run per hour. Then, that 
is cut off and the next goes on until the cycle 
is completed. A slight pause and the cycle 
starts over again. Note the four dial mark- 
ings. Black gives the cost at five cents; red 
at four cents; blue at three cents and green 
at two cents. Designed by the Advertising 
Bureau of the Consolidated Edison Co. 
New York. 
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mind would seem to be the absence 
of a standard to prove the contrary. 
Consequently, the New York Con- 
solidated set out to find a means of 
telling and convincing’ people that 
current rates are really much lower 
today than yesteryear. And so, the 
Penni-Meter was tried in various 
show rooms as one means of educat- 
ing consumers in the idea that kilo- 
watts have actually dropped in price. 

Not only to prove that the K.W. is 
lower, but also as a means of induc- 
ing more people to buy appliances. 
The result proved very favorable. 
The penny-wise meter has enabled 
salesmen to sell many more appli- 
ances than would have been possible 
without it, as the Penni-Meter estab- 
lishes a standard easily understood 


Cochrane 


ABOVE: 

office show room. All of the appliances included 

in this section are connected with the meter. 

Switches enable the demonstrator to prove just 

how little each of these new appliances cost for 

current, The story of new and lower rates is right 
on the dial for anyone to quickly grasp. 





An exhibit in the Brooklyn Edison main 


LEFT: The new rate meter, which reads in pennies 
and fractions of a penny instead of mysterious 
watts, was first exhibited in the show rooms of New 
York Consolidated Edison, and continuously draws 
keenly interested groups of men as well as women. 





and generally convincing to prospects. 
Illustrations above picture an ar- 
rangement on the floor of Brooklyn 


Edison. Here the demonstrator is 
enabled to show just how few pennies 
one or more elements of the range 
consumes per hour. Or, tell Madam 
just how few pennies she must win 
at the bridge matinee to pay for 
roasting the chicken while she is at 
play. Again, he may prove how little 
it costs to do the family wash in the 
modern way while the lady is read- 
ing “Gone With The Wind.”  Like- 
wise, he has a medium to convince 
her that electricity is cheaper than 
ice. Who wants to push a broom 
when a penny will sweep the entire 
apartment? Housewives all want 
more appliances, as we all know, but 
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they are afraid of maintenance cost, 
a fear which the Penni-Meter helps 
to overcome. ‘ 

Illustration on the opposite page 
is of a layout automatically con- 
trolled for window displays. Here 
we find Light and Action and Interest 
Value! The first recess lights up 
and the fan blades whirl. The pointer 
moves to a fraction of a penny and 
lingers there long enough for one 
to feel that a fan does not cost very 
much after all—especially if the day 
be warm. Lights out, then on in the 
next recess. Here we get a picture 
of ease for mother with very little 
damage to the family budget. Then 
the cleaner bag fills and bulges with 
air, and the realization is driven 
home by the dial reading that a 


vacuum cleaner is a low-cost blessing. 
The construction principle of the 
Penni-Meter is much like the stand- 
ard watt-meter, but the display size 
is larger for greater visibility. It is 
also built more ruggedly to guard 
against the dangers of handling. 
And, whatever the local rate set-up 
may be, the dial reading can be ad- 
justed to tell consumers just how 
little that wished-for appliance will 
cost, according to the prevailing local 
rate, or rates. The Penni-Meter is 
made in several sizes for store and 
window demonstrations, and _ also 
portability; a small size in a leather 
case is carried by salesmen to clinch 
sales in the home. Andrews & Perillo, 
117 East 18th Street, New York City, 
manufacture the Penni-Meter. 
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The world-wide reputation of Briggs & Stratton 
4-cycle gasoline motors has an important in- 
fluence on your sales ... People everywhere know 
of these famous motors and of the unusually long and 
trouble free service they render. When they see one 
of these rugged, reliable motors, they feel that the 
entire unit must be dependable. . . Briggs & Stratton 





4-cycle ‘gasoline motors drive over 90% of all makes 
of farm washing machines. They also power most small 








pumps, small tractors, lawn mowers and an endless va- 
riety of other motor driven farm tools. Insist on Briggs 
& Stratton motors on all the equipment you handle 
and you will find larger sales—great- 
er profits. Power by Briggs & Stratton, 
makes any equipment easier to sell. 


BRIGGS & STRATTON CORP. 


MILWAUKEE, WISCONSIN, U. S. A. 
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Roy E. Holden, commercial manager, Cum- 
berland County Power & Light Company. 








Luminous front of the new Cumberland County Power & Light 
Note the electric clock and its modernistic mount, 


Co. store. 





» 
Fy 





Second floor demonstration auditorium, showing stage and electric kitchen. Seating 
capacity, 180. Air-conditioned for comfort of audience and personnel. 


SPECTACULAR, modern elec- 

tric appliance store embracing 

three display floors, which at- 
tracted over 7,000 visitors the first 
week, several-hundred of them busi- 
nessmen, was opened this summer by 
Cumberland County Power & Light 
Co., Portland, Maine. 

This utility now has two stores in 
Portland, metropolis of Maine, and 
seven others in its outlying territory 
which includes a considerable rural 
area as well as such industrial cities 
as Biddeford, Sanford, and Westbrook, 
respective homes of the giant Peppe- 
tell Manufacturing Company, the 
Goodall Worsted Mills, makers of 


Palm Beach cloth and other fabrics, 
and the S. D. Warren Paper Company. 
Electrical contractor-dealers and 
jobber and factory representatives are 
making use of the display and demon- 
stration facilities of the store on an 
equal basis with the utility’s own sell- 
ing organization. Each may bring 
prospects to see the comprehensive 
displays of domestic appliances, and 
commercial equipment and lighting fix- 
tures; and obtain authentic informa- 
tion regarding rates, and operating the 
installation costs of equipment. 
Manufacturers co-operated with the 
utility in the opening and a gala week 
was held, during which continuous 
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demonstrations of domestic and com- 
mercial appliances were conducted 
daily and on two evenings. 

Headliner in these demonstrations 
was Greta Griffis, blind home econo- 
mist of the Edison General Electric 
Appliance Co., Inc. Miss Ilah Man- 
chester, and Gardner Cole of the heavy 
duty division, of the same company 
also held demonstrations. Clara Cole 
of the General Electric Company and 
Dorothy Covert of the Nash-Kelvi- 





lance Shore in Portland 


nator Corporation conducted cooking 
schools. Representatives of kitchen 
equipment houses were in attendance 
at the commercial exhibits. 

A notable guest during the week 
was Charles A. Vallee, father of Rudy 
Vallee, who spoke wittily at one of the 
cooking school sessions. Mr. Vallee 
makes his home at nearby Westbrook. 

Visiting home economists were put 
on the air during the week. 

(Please turn to page 79) 





Street floor, showing one of the electric kitchens. Along the left wall, not seen in 
the photo, is a solid line of domestic refrigerators. 
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De Lune Hospitality Tray Set 


NEW IN DESIGN-NEW IN SMARTNE 


It's as smart as a whip and as new as dawn—this completely re- Z 
styled, 1938 De Luxe Tray Set. Note especially the exquisite Duncan — 
glass relish dishes, gleaming in their glory. With cutting board a 


store! rote pee eee Price, 
including the 2-slice fully automatic Toaster . 





Toastmaster sales soared to record heights last year! Increased 
48%! And this year, sales are far ahead of last year. 

In this growth, Toastmaster Hospitality Tray Sets have played 
a leading part. Together with the most famous toaster in the world, 
the 2-slice fully automatic, they have created more sales and | 
profits for dealers than any other toaster. 


EVERY ONE A LEADER... EVERY ONE A FAST SELLER 








SOLID WALNUT OR MAHOGANY IMPROVES DISPLAYS 


mF INCREAS 
pESIGN 7 
NEW IN ea aaa *S SALES 





EXTRA PROFITS FOR 
DEALERS WHO ORDER 


NOW 


$95.90 .... . Total Retail Price . .... $59.90 
53.97 ... . Your Cost on Special Deal . .. 35.42 | 


$41.93 Your Profit on Special Deal $24.48 





DEAL ORDERS MUST INCLUDE ALL ITEMS SPECIFIED— ABSOLUTELY NO SUBSTITUTIONS 
Limit: Not more than 10 Deals to any one Retail Outlet 


Was 
oh 
o 


ER. EVERY ONE NATIONALLY ADVERTISED 

















Leave 


lhem 
and they 


Love Them 


P. A. Bergner Department Store, Peoria, 


Sells Ironers through Free Month's Trial 


HE French have a_ proverb, 
which, somewhat cleaned up, is 

to the effect that a woman can 

learn to love any man she lives with. 
It is a star in the crown of E. H. 
Favorite of the P. A. Bergner Depart- 
ment Store of Peoria, Ill., to discover 
that a woman can learn to love any 
ironer she has around the place long 


enough to get acquainted with. Not 
so long ago he popped a dainty billet 
doux into the mails to 5,000 charge 
account customers which read: 

“Some day you are going to try an 
ironer. Why not now? At the pres- 
ent time we have on our floor 100 
ironers which we have obtained purely 
to give our customers a chance to try 











Telegrams to Peoria people cause them to visit the Bergner trailer 





A Favorite stunt—clipping sales tag off ironer 


so that prospect will have to ask price 


them out. We desire to see how you 
like them. So, won’t you co-operate 
by taking one of these machines for a 
month, and giving us your impression 
of it? There are no strings, no ob- 
ligation to this offer.” 

Naturally the 5,000 names for this 
mailing were picked out of first class 
classifications. 

In response to the free trial offer 
some 25 ironers (ABC’s listing at 
$54.50) were placed on a 30 day basis. 
A salesman accompanied each installa- 
tion and asked the prospect not to try 
shirts but do simple flat work at the 
start. At the end of the second week 
call backs were made by Miss Fay 
Myers and in most cases she found 
that the women liked the ironers but 
were very awkward with them. At 
the end of the month the ironers had 


grown into the fami'y’s life so much 
that 19 out of 25 kept them. 

Mr. Favorite explains that he got 
the idea from a stunt used on washing 
machines. Customers were offered 
washers at a rental of $1 a week for 
five weeks. It was discovered that 
once the user became accustomed to 
the appliance he would carry on and 
make a sale. 

Bergner’s is one department store 
employing a trailer in its outside sales 
work, the men being out at least 75 
per cent of their time. Telegrams de- 
livered by Western Union boys to the 
residents in each block where the 
trailer was parked were found very 
worthwhile in getting calls out. A 
glass measuring cup, costing 34 cents 
each, was also a valuable premium as 
a door opener. 





Side by Side Comparison of Flatiron vs. the Ironer 
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Flat Small Large 
Iron Ironer Ironer 
Heating surface.............. 18 sq. in. 80sq.in. 100 sq. in. 


Power consumption.......... 650 watts 
Power consumption per sq. in. 36 watts 


PIII, sige alers'cleret's.0 cae net's } Ib. per 
sq. in. 
Possible ironing surface per 
minute approx............. sq. ft. 
Average time flat iron is lifted 
during 4 hrs. of ironing..... 500 
Average weight of flat iron.... 6 Ib. 


Weight lifted in 4 hr. ironing. 3000 Ib. 
Position of persun while iron- 

RP RAR A ee aa Standing 
Moisture required............ 30% 


1300 watts 1300 watts 
15 watts 13 watts 

2 lb. 3 oz. 1 Ib. 12 oz. 
per sq. in. per sq. in. 


22} sq. ft. 25 sq. ft. 
No lifting No lifting 


Seated Seated 
15% 15-% 
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LIKE NEW AFTER 14 WASHINGS | 
This blanket has been washed fourteen times 
Water Flex way. See how soft and fluffy it 
pears, with original fleecy nap undisturbed. No 
washing process can compare with this result. 





ERE’S vital news for the whole washing ma} The 
chine industry. News of a revolutionary im| washi 
provement—the most important change since| or me 

the first washing machine was invented. icontr. 
Not just a new gadget or minor mechanical refine.| partic 
ment but an entirely new system of washing which| Flex ‘ 
when incorporated in any washing machine manu! by ha 
facturer’s product, places it far ahead of old stylejlace 
machines in both utility and sales appeal. clothe 


HOW WATER FLEX WORKS out fl 


The Birdsell Water Flex System does a gentle yet 
most effective job of washing. WATER MOVEMENT 
alone causing the clothes to flex and rub while going 
down in the center of turbulence, entering again into \in yea 
the forced stream below, supplants the mechanical 
agitator which other machines use to beat out the dirt.;new v 
An aluminum impeller, enclosed beneath thejlessen: 
center post, maintains continuous circulation of water}gone. 


at a high velocity. Surging water, and flexing of the! ingeni 
clothes cleans with amazing speed, quietness and/livery 
effectiveness. It pushes the water through the fabric, The i 
taking the dirt with it to the bottom of the tub. 





g ma The clothes are held in SUSPENSION during the 
ry im| washing process without contact with any moving 
» since} or mechanical parts. There is constant expansion and 
contraction, squeeze-wash, squeeze-wash, until every 
refine. | particle of dirt is flushed out of the clothes. Yet Water 
which | Flex washing is less injurious to clothes than washing 
manu! by hand. The most costly and delicate lingerie and 
d styleilace may be thoroughly washed as well as work 
‘clothes. Beautiful woolen blankets and spreads come 
out fluffy and soft. Water Flex cannot harm anything 

that water will not harm. 


7 REMARKABLE SALES DEMONSTRATION 


e going) Water Flex gives most amazing demonstration seen 
1in into in years. Sells itself to all who see its miraculous action. 
hanical Mechanically the Water Flex System introduces 
he dirt.|: new washing machine simplicity and consequently 
ith theslessens service worries. The big, heavy gear box is 
yf watersgone. The agitator is gone. Lighter weight and an 
y of the|ingenious unit assembly plan permits one-man de- 
ss andilivery, reducing dealer expense—increasing profit. 
fabric,, The impeller is operated by direct drive with the 
: quiet, smooth clutch action of a fine automobile. 
No variation in load or power. Washer is self cleaning. 
Thoroughly protected by Wm. Rocke Patent No. 
2,021,466. Reissue No. 20,424. 

Birdsell Water Flex equipped washers open up 
iremarkable new possibilities for washing machine 
sales and profits. Machines using this unit will be 

% available from prominent manufacturers for fall 
| Mamidelivery. 


7M) THE BIRDSELL CORPORATION 
SOUTH BEND, INDIANA 
athe Name Birdsell Has Stood for Fine Machinery Since 1855 


q 


—_ 











SOLVES DELIVERY AND SERVICE PROBLEMS 


Dealers who sell a washing machine equipped with the Water Flex 
system will find that their costs for service and delivery are greatly 
reduced. This unit has been designed by engineers who have grown 
up with the industry. Their one idea in producing it was to simplify. 
And the Water Flex principal certainly does that—for the dealer, the 


manufacturer and the woman who uses it. 


MOTOR REMOVED IN 
LESS THAN A MINUTE 


At left—The motor is removed 
or detached in but a minutes 
time. One small bolt removes 


nwo 


lock. Turn motor to left and it 
is disconnected from motor 


> oo 


mounting plate. 





oh O mets ow as 


se Og 


ONE MAN DELIVERY 


At right—When motor and wringer 
are removed, the balance of the 
washer is light and very easy for one 
man to handle. This unit assembly 
feature saves one man on delivery. 
(A real way to reduce operating ex- 
pense and increase profits.) 


THE BIRD SELL CORPORATION 


TH BEND, INDIANA 
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Canning Made Easy 





es CONTINUED FROM PAGE 3 


these two items are not included in the 
table because we do not can beans and 
soup—when we have to store them, we 
use the refrigerator and so avoid the 
labor of canning. 

Yet even after excluding these two 
important savings, and treating them 
as a part of our cooking rather than 
our canning program, operations in 
1936 show a saving of $47.61 for 30 
hours and 35 minutes of actual labor. 
Canning in the home, on this basis, 
means that the housewife earns the 
equivalent of $1.55 per hour for the 
time she devoted to this work after 
deducting every possible money cost as 
well as making liberal allowances for 
spoilage and for the cost of glass jars. 

The money cost for each separate 
item in the accompanying table in- 
cludes every cost, except spoilage and 
cost of glass jars, which are averaged 
for the whole season’s operations at 
the bottom of the table. All fruit and 
vegetables and all supplies have been 
charged at the prevailing retail market 
price at the time the canning was done. 
This means that the purchasing is done 
most advantageously—at the height of 
each season, and in larger quantities 
than it is customary to buy from day 
to day. The money costs also include 
the cost of electricity, and of interest, 
depreciation and repairs on all appli- 
ances and equipment. The appliances 
used and charged for include not only 
a completely equipped range, but also 
a heavy-duty mixer and steam pressure 
cooker. A charge is also included for 
the miscellaneous kitchen equipment 
and furnishings. 

Actually, of course, we purchased 
practically none of the foodstuffs used, 
since most of them came from our 
garden. But the savings due to this 
belongs properly not to canning but 
to gardening and are not included in 
the table. The fact that we put up for 
the most part the surpluses of our own 
garden, explains the selection of the 
varieties of canned goods included in 
this table. This is the natural method 
for those who make gardens; the 
families who do not and who buy all 
of their fruits and vegetables will save 
just as much as is shown in the table, 
but will not have the additional earn- 
ings which we credit to our garden 
On the other hand, they can put up an 
even wider variety, and put them up 
not as the garden dictates, but as the 
market which they patronize makes it 
most profitable to do so. 

Nothing has thus far been said about 
what is just as important as the sav- 
ings with home canning—the superior 
quality. The comparisons in the table 
have been made with ordinary com- 


_ mercial canned goods. But it is 


actually unfair to the homemade prod- 
uct—particularly when you come to 
items like preserves and jams—to com- 
pare them with commercial brands. 
Commercial strawberry jam and grape 
butter are practically always adultered 
with apple pulp. If absolutely pure 
jams and preserves could be purchased, 
the prices charged for them would be 
many times higher than those included 
in this table. 
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+] THE TWO BIGGEST BROADCASTING STATION 
IN THE WORLD HAVE THE SAME POWER RATING 


———» 
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WLW- Cincinnati | 


500,000 WATTS 






































RVI-Moscow 
500,000 WATTS 


But the WORLD'S BIGGEST MAGAZINE 


has twice the circulation of its nearest competitor! 


OWERED at 500,000 watts each, two 

great broadcasting stations have equal 
claim to the title of “world’s biggest.’’ But 
there’s no question about leadership in the 
magazine field. The world’s biggest magazine 
—The American Weekly—has double the 
circulation of any other magazine! 

Here is a publication that moves merchan- 
dise — and moves it fast — because it provides 
the greatest coverage of any publication on 
earth! Each week The American Weekly 
reaches 6,000,000 families. This tremendous 
circulation is concentrated in the 631 counties 
where 68% of all the nation’s families live 
and where 80% of all retail sales are made. 
In these 631 counties are located all cities of 
10,000 or more population, in most of which 
The American Weekly regularly reaches... 
from 1 out of every 
5...to 1 or more of 
every 2 families. 
Products advertised 
in The American 
ae Weekly have the 


AMERICAN 
WEEKLY 











6,000,000 NEAREST 
WEEKLY COMPETITOR 
CIRCULATION CIRCULATION 


strongest selling support a manufacturer can 
give them. Stock and feature these products 
—you'll find it pays! 


What The American W eekly is 


The American Weekly is the largest mag- 
azine in the world. It is distributed through 
the great Hearst Sunday newspapers. In 
630 of America’s 995 towns and cities of 
10,000 population and over, The American 
Weekly concentrates 67% of its circulation. 


In each of 196 cities, it reaches better 
than one out of every two families 


In 146 more cities, 40 to 50% of the 
families 


In an additional 124 cities, 30 to 40% 
In another 164 cities, 20 to 30% 


. . and, in addition, more than 2,000,000 
families in thousands of other communities, 
large and small, regularly buy and read The 
American Weekly. 


ERICAN 
EEKLY 


**The National Magazine with Local Influence’’ 


Main Office: 959 Eighth Avenue, New York City 
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ARVIN : 


Here’s the EFFICIENT 
FAST-SELLING HEATERS 
SO MANY PEOPLE BUY 


@ For homes, offices, stores, ticket 


booths, camps, cottages, trailers, etc. 
SELL THEM AND PROFIT 


Go after extra profits with these fast sellers. Arvin 
circulating heat is needed in so many places that 
there’s a big fall and winter demand. These heaters 
plug into any standard 110 AC wall outlet. Order 
today from your ARVIN Jobber—and ask him for 
the beautiful sales building display stand FREE 


with your order for two or more Arvin heaters. 


BUILT TO LAST 


Fan motor is induction type. No 
radio interference. No attention 
needed, except few drops of oil 
two or three times a year. Fan 
draws air in through rear louvres, 
past nichrome helical type heating 
coil, out through front grille. 
Operates on 110-125 volt AC, 50 
to 60 cycles. Heavy gauge steel 
cabinet finished in green enamel. 
NOBLITT-SPARKS INDUSTRIES, Inc., Columbus, Ind, 


Approved by Good House- 
keeping Institute and Un- 
derwriters’ Laboratories. 


fan-forced 


LECTRIC HEATERS 


No. 200 DeLuxe $Q)95 

Shown Above LIST 
The “tops” in portable heating comfort. Beautifully 
rounded lines, green enamel finish, chromium-plated 


grille.Equipped with handy snap switch. Fully enclosed 
heating unit and fan. 


No. 100 Standard $°]95 
Shown at Left LIST 
Economical portable heater. Compactly built of durable 


steel. Beautiful green enamel finish. Handle on top. 
Perfectly safe, with heating unit and fan fully enclosed. 


YOU CAN SELL ARVIN CIRCULATING HEATERS FOR THESE AND MANY OTHER PRACTICAL USES 








PAGE 26 





AUGUST, 1937—ELECTRICAL MERCHANDISING 








i 


ee 

















ISING 








a ee. oe 


—— 


Ce ee 











Easily attached to the rear of an automobile, the 
trailer display coach permits merchandise to be 
taken to the prospect. 









SCHWAB 


4138 PEARL RD 


6 land Ole 


ELECTRIC CO. 


Display... 
Sales... Delivery 


Trailer fits many merchandising functions 


° 


; _ IRONERS 
: CLEANERS | 


— 


2 eaten IN SR ADE Bi 





A rolling billboard —the display 
coach of the Schwab Electric Co., 
Cleveland, O. 


View of the interior arranged for 
appliance display. 


in this Cleveland dealer’s experience 


OOD merchandising extends 
(G2 the realm of watchful 
waiting, however beautiful and 
efficient the layout of a store. Such 
philosophy led Louis E. Schwab, 
proprietor of the Schwab Electric 
Co., 4138 Pearl Rd., Cleveland, Ohio, 
to augment his stationary display fa- 
cilities with a secondary, portable 
store in which electrical appliances 
could be taken to the people. 
According to Mr. Schwab, he got 
his idea for more intensive outside 
cultivation in the fall of 


1935. At 









By 
W.B. Fiske 


that time he contracted for the build- 
ing of a trailer display coach which 
could be attached to the rear of an 
automobile and hustled about with 
little cost and inconvenience. 

The finished job offered ample 
room for two rows of appliances, one 
on each side, with a comfortable aisle 
down the middle. The front was de- 
signed like a boat prow, the back— 


Saati 


WASKERs 
1, Ones z 
i >¢ RADIOS 






+ CLEANERS 


£ — 


gt 





Madame Housewife steps to the curb for an inspection of appliances. 


ELECTRICAL MERCHANDISING—AUGUST, 1937 


square. Windows were installed to 
permit ample daylight while electric 
lights were connected for night use. 
Two wheels, equipped with pneumatic 
tires, were set up on a sturdy axle, 
and a long tongue extended forward 
for the automobile connection. <A 
drop post beneath the front provides 
a support when detached. The coach 
was painted a snowy white and 
against this background prominent 
black letters were painted on to spell 
out the company name, its location, 
and business. Thus the vehicle could 
be employed as a virtual traveling 
sign board. Such silent advertising 
power was enhanced by loud speaker 
and an amplifying system to gain 
still further attention. 

Mr. Schwab aims to have the dis- 
play coach out working nine months 
of the year. Only during the winter 
is it put in the garage. At all other 
times it acts as an advertising and 
sales medium wherever it goes. Even 
when not in transit it is parked at 
the side of the building housing the 
Schwab Electric Co. where the name 
on the side couples up with the name 
on the store to make a double impres- 
sion on people passing along Pearl 
Road. 

The display coach is designed to 
accommodate major appliances of all 
kinds. At the front, heading the 


Then, on 
either side of the aisle, are two more 
radios, a washer, ironer and two re- 


aisle, a radio is set up. 


irigerators. Near the back entrance 
is a special spot where any selected 
unit may be featured. The appli- 
ances are all connected to a 110 volt 
battery in the front of the trailer 
for demonstration anywhere. The 
amplifying system is likewise con- 
nected to the battery for broadcast- 
ing while on the run or where regu- 
lar power is unavailable. A 150-foot 
cord, connected with the coach, is 
used for plugging in whenever the 
regular current is at hand. 

Last year, the Schwab Electric Co. 
used its display coach for promotion 
in many ways. As a number one 
stunt, the coach was taken out when- 
ever they got a summons to test radio 
tubes or render a similar service. 
During the course of conversation 
with madame housewife, her interest 
in various appliances was usually 
drawn out and she was invited out 
to the coach to look at a refrigerator, 
an ironer, washer or radio. Under 
such circumstances there was less 
sales resistance and she was quite 
free to express her ideas regarding 
possible purchases. 

The coach was often taken out, too, 
when repair jobs were returned, and 

(Please turn to page 78) 
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“THE NEW KIRBY 


=~ on 


¢ ~ ate \\A 4 
gets its Suction Power 


from a_ lrouble - free 


BLACK & DECKER 
MOTOR“@ 


James B. Kirby explain- 
Le 4 the features of his neu 
vacuum cleaner to an 


interested housewife 





Jam ES B. KIRBY knows vacuum cleaner motors. He 
built his first electric vacuum cleaner in 1907. He was the 
first man to build a vacuum cleaner in a single unit with 
the motor at the base of the handle. Today he holds more 
than 80 patents on his inventions in this field alone. 


Ever since 1925, when The Scott and Fetzer Company 
began large-scale production of James B. Kirby’s machines 
under an exclusive arrangement, Black and Decker Motors 
have been “must” in his specifications. From long experi- 
ence Mr. Kirby knows that Black and Decker Motors are 
tops in the vacuum cleaner field. 


The Black and Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners. 
The cooperation of our engineers is at the disposal of 





STATISTICAL BAROMETER 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


WASHERS 


The slight decrease in electric washer 
sales of June—down 3.39% compared with 
June 1936—in no way lessened the en- 
thusiasm of the industry inasmuch as the 
higher-priced models, those retailing for 
$70 and over retained a lead of 71% over 
comparable sales of June 1936. For the 
six months, notwithstanding the June de- 
crease, the total unit volume registered an 
increase of 11.88% over the same period 
of 1936 and 41.35% over 1935 while the 
$70-and-over models stepped 69.56% 
ahead of comparable sales of last year. 
Following are estimates of industry sales 
of household electric washers compiled by 
the American Washing Machine Manu- 
facturers Association: 


ee 125,865 washers 
8 Se EES 130,285 washers 
| <= .eaeiegrest ees . 851,536 washers 
fe RE ieee 761,093 washers 


Saturation, January 1937—11,496,457 
homes, or 52.5% of total wired homes. 


VACUUM CLEANERS 


Not in over four years have floor 
cleaner sales failed to exceed the com- 
parable volume of the preceding year— 
and June was no exception. Floor 
cleaners were up 26.9% over June 1936 
and 75.4% over June 1935; while hand 
models progressed 54.2% and 52.7% over 
the respective months of June 1936 and 
June 1935. For the six months the gain 
in floor cleaner sales amounted to 27.7% 
and for hand cleaners 48.4% over the 
corresponding volume of 1936. Follow- 
ing are estimates of industry sales com- 
piled by the Vacuum Cleaner Manufac- 
turers Association: 


JUNE, 1937.. 102,153 floor 34,386 hand 
June, 1939 ..s.e-+ 80,649 floor 22,295 hand 
6 Mos., 1937........ 721,546 floor 250,392 hand 


6 Mos., 1936........ 565,204 floor 168,704 hand 


Saturation, January 1937—10,700,039 
homes, or 48.9% of total wired homes. 


IES LAMPS 


From records compiled by the Elec- 
trical Testing Laboratories, showing the 
number of base tags issued, it is estimated 
that June sales of IES lamps were 
170.99% in excess of the June 1936 
volume and 137.54% above that of June 
1935. Thus, for the six months’ period, 
the 1937 total volume is up 65.3% over 
the comparable output of 1935 and 64.8% 
over the 1934 output. 


SE EE nctcanewowss 55,825 [ES Base Tags 
oa = jeer 20,600 IES Base Tags 
is Mie dkecacdonae 318,400 TES Base Tags 
2 “SS peer ner 192,579 IES Base Tags 


Further records compiled by the ETL 
which give a clue to the number of IES 
lamps in use indicate that up to the end 
of June 1937 a total of 2,375,407 IES 
base tags had been issued. 


IRONERS 


In percentage of increase over last year's 
comparable sales, June was the outstand- 
ing month of 1937 for the household elec. 
tric ironer industry. Unit sales pro- 
gressed 31.55% beyond records of June 

_ 1936 and 36.44% beyond June 1935, there- 
by running the six months’ volume 7.55% 
ahead of corresponding business of 1936 
and 37.68% ahead of 1935. Following are 
estimates of industry sales prepared by 
the American Washing Machine Manu- 
facturers Association: 


ND ie aso dae ecw kbhoue 14,755 ironers 
a 11,216 ironers 
RS RAP ee Ae 94,696 ironers 
I a id ee ease eae 88,044 ironers 


Saturation, January 1937—1,192,002 
homes, or 5.5% of total wired homes. 


REFRIGERATORS 


Household electric refrigerator business 
in May remained more or less parallel 
with records of May a year ago, unit 
sales rising 1.20% above May 1936—but 
34.2% above May 1935. Further com- 
pilations of industry sales, compiled by 
the Edison Electric Institute on the basis 
of NEMA production, put the accumu- 
lated volume for the first five months of 
the year at 19.4% in excess of similar 
business of 1936 and 52.3% above 1935. 


rere reer reer 333,061 units 
ere rere 329,140 units 
2 SS rere 1,437,980 units 
Fg Be chee cecesccsccsis 1,204,188 units 


Saturation, January 1937 — 9,000,000 
homes, or 41.1% of total wired homes. 

Of greater significance, however, is the 
picture of household electric refrigerator 
business for the first five months of 1937 
compared with the same months of 1936 
presented by the NEMA analysis of re- 
frigerator sales by sizes of boxes, cover- 
ing the sales of NEMA members only. 
According to these compilations, the trend 
toward larger sized models which char- 
acterized the business of earlier months 
of 1937 has held to a steady course. At 
the same time, with the single exception 
of the chest type model, the smaller sized 
refrigerators have fallen short of last 
year’s records. 

In the following tabulation covering 
NEMA production it will be seen that, 
similar to last year, the greatest volume 
has been done in the 6 to 6.99 cubic ft. 
models—unit sales of which have pro- 
gressed 43.04% ahead of comparable sales 
of the first five months of 1936. Next 
in importance from the standpoint of unit 
volume are the 5 to 5.99 cubic ft. models 
and the 7 to 7.99 models, whose unit 
sales are ahead by 11.7% and 184% 
respectively. 


Refrigerator Sales by Sizes of Bores (NEMA only), 5 Months 1937 vs. 5 Months, 1936 


Aver. % Unit % Total 
i Units 


ae 
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wr 


rises 
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° ° ° . Units Mfrs. Value Price Gain 
manufacturers who may be interested in the application Chest...... soe. 1987 5.157 $242,005 $46.92 +19.87% 39% 
, , , 19: 4.302 oo le 0 amet 40 
of universal motors to the improvement of their products. i " ~ 7 F 
Under 3C.F......... 1937 137 8,266 60.33 —57.71% 01% 
1936 324 19,280 50.50 .......... % 
3— 3.99C.F....... 1937 26,076 1,586,176 6083  —3.55% 1.97% 
1936 27036 1,557,542 57.61 .......... 2.52% 
k — < wae 1937 150,990 10,167,419 67.36 7.15% 11.40% 
. . . ~ 1936 162,561 10,771.07 : a: 
BLACK & DECKER @ 
5— 5.90C.F....... 1937 358,963 28,708,934 79.97 +11.70% 27.11% 
1936 321,366 25,057,401 SE sconecciutat 29 93%, 
6— 6.90C. F....... 1987 554,701 48,806,736 87.98 +43.04% 41.90% 
1936 32,865,257 es cae 114 
THE BLACK & DECKER ELECTRIC CO., KENT, OHIO “ 
7— 7.00C. F........ 1987 158,341 16,483,044 104.10 +18.41% 11.96% 
19 33.7 13,369" Se oe "45° 
formerly , 
: 8— 8.99C.F........ 1987 64,159 7,197,015 112.17 +92.83% 4.85% 
“ e 1936 33,272  3,802'560 114.28 .......... 3.10% 
The Domestic Electric OCF... OTB BTE MTO.ST 428.50% 21% 
1936 2° 106 360,604 171.22 .......... "19% 
13 C. F. and Over..... 1937 2,699 526,900 195.22 +58.70% 20% 
SPECIALISTS IN THE DESIGN AND APPLICATION , 1936 1/389 331,990 239.01 ......... 4 "31% 
OF UNIVERSAL MOTORS ee 1937 1,323,947 114,201,371 86.26 





1936 1,073,873 88 ,346 364 82.27 
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fast-moving 


LINE IN A 


fast-growing 


BUSINESS | 














@ Many easily-demonstrated features make the 
Norge Electric Range easy to sell. Few basic 
models with many available selective features 
make up a line that is easy to sell at a profit. 
Sales records this year prove it! 





Back of this profit-making line of fine ranges 
is an aggressive, well-planned promotion and 
advertising program —the greatest in all Norge 
history. Promotion and advertising activities are 








stimulating sales—increasing both prospects and 
profits. The big opportunity is at your door— 
now, Get in touch with the Norge distributor in 
your territory—get the details of the Norge line, 


promotion program and liberal finance plans. 
Act now! 





NORGE DIVISION Borg-Warner Corporation 
606-670 E. Woodbridge St., Detroit, Michigan 


ER-4 
ROLLATOR REFRIGERATION (DOMESTIC AND COMMERCIAL) a GAS AND ELECTRIC RANGES 
WASHERS AND IRONERS GAS BURNERS e WHIRLATOR OIL BURNERS ec  FINE-AIR 
FURNACES COAL STOKERS e AIR CONDITIONING e CIRCULATOR ROOM HEATERS 
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A jug of tabasco on the table, cool breezes from a Koldaire” 
pedestal fan and Charley Bassett says, “Bring on your hot 
weather.” 






A mixer is handier than a right 
hand in cooking, Mrs. Bassett thinks, 





Here's something we bet those Eureka folks don’t know 
—that a vacuum cleaner will inspire a canary bird 
to sing. You should hear Scotty trill! 


Nobody ever catches Charley napping except his 
Kleenaire air conditioner. Here it is going full blast, 
and Charley sound asleep 





A little 





Journey to an 
Electric Home 


in Newton, Iowa 





Charley Bassett has a lot of things The old man proves he can operate iy Here he is with a One Minute 


in it he never saw in old England 


washer and drain tub g 








The top of a Frigidaire is a fine place for appliances, Mrs. 
“See how they set the table in England,” Charley says. No toastmaster over Bassett thinks. You see here a Knapp Monarch iron, Westing- 
there, however. house waffle iron and a Hold-Heet cooker 
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THE PILGRIM 
A style leader with a wealth of sales-clinching fea- 
tures that pull prospects. Full capacity. . . Famous 
3-zone THRIFTIVATOR washing action that 
washes clothes cleaner and cheaper . . . White 
porcelain enamel finish ... Hotpoint guarantee. 


(lam 








THE SPECIAL 
A quality washer 


at a moderate 


THE PURITAN 


The famous 
“Desi of the 


oe. Designed Month” 
speedy winner. The 
sales. Sturdy con- tin surprise wash- 
struction. Modern ‘ . er of 1937. 
styling. Special ““—<—s=" Smart styling. 
itator. Lovell ». Hotpoint de- 
ringer. G-E luxe features. 
“cushioned pow- ‘2 Smoothl 
er” motor. Porce- ‘ streamlined. 
lain tub. Hot- Hotpoint quali- 
point guarantee, ty inevery detail. 
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PRISCILLA PRISCILLA DE LUXE 


better with less effort, in less time. 





HIS FALL 


With Hotpoint’s Complete Line 
of Home Laundry Equipment 
—and a New Harvest Campaign 
to Help You Sell 


@ Build your Fall sales campaign around 
Hotpoint’s complete line of home laundry 
equipment. Discover how the magic of the 
Hotpoint name—for 30 years the mark of 
dependability in 16,000,000 American homes 
—levels sales resistance and points the way to 
faster sales and handsome new profits. . 

Hotpoint offers a quality washer for every 
need and every purse. Stock the complete 
Hotpoint line and learn how it pulls custom- 
ers into your store. See your Hotpoint dis- 
tributor or send the coupon below for full 
details of Hotpoint’s Fall Harvest Campaign 
—a complete, fast-moving program for 


your big Fall sales drive. Act now — today. 


Hotpoint “‘Plow-Shares and 

Profits” Campaign 
Here is a pattern for harvesting dollars 
from the sale of Hotpoint Home Laundry 
Equipment. New direct-mail, newspaper 
advertisements, window and floor displays. 
Successful sales campaigns used by other 
dealers. Use them all. Mail the coupon 

or see your distributor today. 


EDISON GENERAL 
ELECTRIC APPLIANCE CO., INC. 
5620 West Taylor Street, Chicago, Illinois 


ns clothes 








Edison General Electric Appliance Co., Inc., 
5620 W. Taylor St., Chicago, Ill. 

Please send details of your new Fall Harvest Cam- 
paign on Hotpoint Home Laundry Equipment. 
Name 


Address__ ease: tek et 
City. State 
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How’s this for live promotion? On your right you see one of the 
charming scenes from “Fashions Electrical,” the animated selling story 
of Proctor Appliances that “clicked” at the New York Housewares 
Show. It’s a complete-property production and it’s available to 
PROCTOR Dealers on a special stock-order deal. Ask your jobber. 








aE 


Cs eal 


live line! Everybody said so at 
Fall Opening of PROCTOR “Styled 
for Service” Appliances at the New 
York Housewares Show. And, equally 


important, this live line is backed by 








advertising and promotion that pulse 





' : . : with life and action and selling 
Smart, and alive with appeal, this new complete waffle service, con- 


sisting of a No. 1516 Proctor DeLuxe Fully Automatic Waffler on a 
glistening plate glass and chrome tray, with cut glass Drip-Cut 
Batter Pitcher and Drip-Cut Syrup Server. Here’s a Fall and Xmas 
seller — RETAIL the Waffler alone, $9.95; with Tray Set, $21.95. 


A LONG PROFIT OPPORTUNITY! This $12.00 Waffler Service 
Tray Set for only $5.70 with your order for 3 No. 1516 Proctor 
DeLuxe Fully Automatic Wafflers. Folders and Display FREE. 
Specify DEAL No. 3. 


appeal. “Fashions Electrical” is vital. 


See your jobber . . . Plan now for 


TEES LO A Pe ee 


an appliance profit build-up with 
PROCTOR’S selling set-up for Fall 


and Xmas business. 









NEW PROCTOR 
SOCIABILITY SET 





The ProfiTABLE 


\ 
SS: 







Well named, this striking display table. Ww XR 
It’s yours for showing the full SS NY 
PROCTOR line in one spot. It sells / 

goods. Try it and see. Speak to your >// 

jobber about getting one for your 


store. 




















Just the thing for the modern hostess—the new Proctor Feather 

Touch Toaster No. 1436, on a rich Walnut Tray . . . 2 crystal serving PROCTOR ELECTRIC COMPANY 
dishes . . . 6 cocktail glasses on a separate serving tray . . . toast Formerly Proctor & Schwartz Electric Company 
trimming board and knife. RETAIL complete, $24.95. The Toaster PHILADELPHIA 

alone $14.50. Tray Set alone $10.45. 


ANOTHER LONG-PROFIT OFFER—This $10.45 Tray Set for only Proctor Irons + Toasters + Wafflers 
$3.60 with your order for 3 No. 1436 Proctor Feather Touch Toasters. Roast-or-Grille, the complete 
Specify Deal No. 1. ASK YOUR JOBBER about other Deals. electric cooker. 
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Re a 


CONDI’ 
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Temperature 


Moisture Content 
Circulation 
Cleaning 


Ventilation 








| etting into the 
BUSINESS 


Number 2 of a Series 


Take it inthe same stride you took refrig- 
eration, say Miller & Morgan of Salis- 
bury, Md. who did $8,000 their first year 


and are just getting started. 


ae 





WASHERS ... TO RADIO... 





SERS Te PR A tee, 


their set-up, either. Only a very few 
years ago they were electrical con- 
tractors, pure and simple. Good 
ones, of course, with some of the 
best wiring and construction jobs in 
town to their credit. They still are. 
And although they have taken on 
vacuum cleaners, washers and iron- 
ers, oil burners, radio, refrigeration 
and small appliances in the interim, 
contracting still accounts for about 
50 per cent of their diversified 
business. 

But they did a good job on appli- 
ances for a town of 12,500 souls. 
They have averaged around 150 re- 
frigerators a year (West- 
inghouse), have done 
a good volume on radio 


we don’t want to be left out.” 

They were fortunate first in having 
one man who could see the possibili- 
ties fairly early. He has been mer- 
chandise-minded ever since he left a 
job as merchandise manager of East- 
ern Shore’s Public Service Company, 
the local Associated Gas & Electric 
affiliate in town. His name is E. L. 
Erwin and he constitutes pretty much 
the air conditioning department of 
Miller & Morgan today in addition to 
taking care of other major appliance 
sales. J. K. Miller is the other side 
of the combination. He’s the wizard 


on the contracting end. 













TO REFRIGERATION . . 





- TO AIR CONDITIONING 












HERE’S no special trick in 
getting into the air condition- 
ing business, if you take the 

word of Miller & Morgan, specialty 

appliance dealers of Salisbury, Md. 

The same willingness to study and 

adapt themselves to a new product 

that proved successful ten years ago, 
when electric refrigeration began to 
come over the horizon, is serving 
them in good stead today. 
There’s nothing unusual 

































































about 
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(RCA, Philco, G-E), have kept up a 
steady push on washers and ironers 
(Automatic, Westinghouse) and 
have managed to squeeze in not a 
few sales on oil burners (Quiet May) 
in the meantime. It was not un- 
natural, therefore, that when the 
news began to get around that air 
conditioning was the coming appli- 
ance—and it can be called just that— 
that they began to say to themselves 
“Let’s take a look into this thing— 








The company, Miller & Morgan, 
have been selling air conditioning for 
less than a year. In that time they 
have done a volume of $8,000. Their 
most recent achievement was the in- 
stallation of a 20 hp. job in the 
Powell department store’s first two 
floors—a job that has netted them a 
lot of valuable publicity through the 
store’s advertising and the confidence 
to tackle any of the other remaining 
(Please turn to page 39) 





PAGE 33 






















































IR conditioning, as far as the 

future is pretty 

much a package business for the 
dealer, in the opinion of R. P. Mc- 
David, veteran Kelvinator distributor 
of Birmingham, Ala. 


concerned, is 


“We've got to remember that most 
of the big jobs—the installations in 
hotels, restaurants, movies and depart- 
ment fairly well 
taken care of,” he said. “There’s some 
more business there yet, to be sure, but 
even as far as the specialty distributor 
is concerned, the number of 10 and 
15-ton jobs that remain to be installed 
dwindle every year. We are placing all 
our emphasis, advertising, promotion 
and sales, on the small commercial jobs 
that run to a couple of horse-power 


stores—are already 


and we are getting ready to do a real 
job on the residence market.” 

With an air conditioning volume 
that is expected to top $100,000 this 
year—their first year in the business— 
Mr. McDavid’s opinion carries some 
weight. It carries plenty for a large 
dealer organization spread throughout 
the length and breadth of Alabama be- 
cause the name McDavid is universally 
recognized and respected as one of the 
biggest and livest distributing or- 
ganizations in the South. The records 
they have hung up on refrigeration 
(Kelvinator), washers and ironers 
(ABC), radio (RCA) and stokers 
(Kelvinator) give a better indication 
f the job that they are plunging into 
gn air conditioning than any other 
factor. 


Birmingham, for that matter, may 





PRESORRHHOK E80 .« 





be taken as a pretty representative kind 
of city in the South as far as air condi- 
tioning is concerned. You can’t walk 
along one of its main streets without 
tripping over signs in store windows— 
crude signs in the little places and Neon 
lights in the bigger ones—announcing 
that air conditioning has been installed 
for the added comfort of patrons. The 
two largest department stores, Love- 
man, Joseph & Loeb and Burger-Phil- 
lips, are air conditioned throughout; 
hardly a restaurant has been over- 
looked by one of the eight distributors 
of nationally-known air conditioning 
equipment; hotels boast air condition- 
ing in their dining rooms and bars 
(prohibition has just been repealed in 
Alabama) and one hotel has an entire 
floor of guest rooms artificially cooled. 
\nd so the air conditioning business of 
the future, as Mr. McDavid points out, 
belongs more to the small office and 
small store category with the great un- 
touched residence market looming just 
ahead as the real goal for the industry. 

There’s a pretty good understanding 
of the job to be done in Alabama, too. 
The Birmingham Electric Company 
which serves some 50,500 residential 
meters in the city proper, have issued 
an air conditioning plan book for 
dealers to use with customers and have 
recognized, thanks to Barney De- 
Ramus, their energetic sales and pro- 
motion manager, that outside of new 
home building the job has to be ap- 
proached on a piece-meal basis. Re- 
sult: a step-by-step plan for existing 
homes that brings air conditioning 


In 





ra 


Air Conditioning 


within the reach of Alabama’s large 
number of low-income groups—groups 
which rate the second lowest in the 
country among states for earning 
power. 

Over at the Alabama Power Com- 
pany, J. S. “Scotty” Sutherland and his 
right hand air conditioning expert, 
George Holmes, look at their 90,000 
domestic meters scattered in hamlets 
throughout the state and lay plans to 
bring the benefits of comfort cooling to 
as many as can be induced to buy. And 
there’s a problem for you! You can’t 
even sell refrigeration to nearly 30,000 
of them. Or ranges. Or water heaters. 
They’re just too poor. Here and there 
it is amazing the type of customer who 
has bought equipment—even if it was 
on long terms and no down payment. 
But, for the most part, they struggle 
along without even the ameliorating 
effect imparted by a ten-cent hunk of 
ice. They’re not prospects for room 
coolers either and so we'll leave them 
out of consideration here. 

Alabama Power who sell Carrier 
and Kelvinator air conditioning equip- 
ment (up to ten-ton) have plenty to 
take care of with the people who have 
enough money to buy. To date they 
have sold about 25 room coolers at 
$450 apiece and in the honored tradi- 
tion of the refrigerator, the range and 
the water heater campaign are making 
a drive on room coolers this summer 
that has for its quota 50 units. That 
may not seem many when we are ac- 
customed to thinking in terms of 
thousands of refrigerators, ranges and 
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This Birmingham distributor | 
expects to top $100,000 in 
air conditioning business 

this year 


R, P. McDAVID, presi- 
dent of the company 



























































itor 
) in 
1eSs 


| presi- 
mpany 


. & 


DISING 


PTT 


Big installations are pretty much over 


the dam, says Alabama’s R. P. McDavid, 


veteran distributor ... Package jobs pro- 


vide the big future market . . . The story 


of a $100,000 air conditioning business. 


siDay is HERE 


By 
Laurence 


W ray 


H. C. PORTER, in charge 


of air conditioning 








water heaters. But there is the new- 
ness of the merchandise to consider, 
looked at from the customer’s stand- 
point, the relatively high cost, the fact 
that present installations are at a mini- 
mum and the important fact that 
dealers, as yet, have not figured im- 
portantly in the distribution of air con- 
ditioning. In Alabama, they are only 
beginning to be of prime importance in 
the sale of ranges and water heaters 
in the past two years. Time enough for 
them to take on the room cooler. 

From the McDavid, or distributor 
angle, the specialty selling ability of 
the electrical dealer makes him a natu- 
ral from the standpoint of air condi- 
tioning. Both H. C. Porter who is in 
charge of air conditioning sales at the 
McDavid organization, and George 
Holmes over at Alabama Power, see 
eye to eye on the dealer’s place and the 
dealer’s responsibility in air condi- 
tioning. 

A combination of their viewpoints 
would read something like this: 

“The appliance dealer should stay 
away from the big air conditioning in- 
stallation. He could tie up more money 
in a single job than he is accustomed 
to in a year’s operation on plug-in ap- 
pliances. He should only venture in if 
he has sufficient capital and is either 
an engineer himself or can afford to 
hire the services of a good one. 

“On the smaller jobs there is nothing 
to prevent him identifying himself ac- 
tively with the business. A little com- 
mon sense will tell him that air con- 


(Please turn to page 38) 
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Above to the left and 
center below, air condition- 
ing equipment on display 
and on demonstration in 
showrooms and offices of 
R. P. McDavid & Co. 


Below—Street signs in Bir- 

mingham attract business 

to air conditioned stores 
and restaurants 
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S the automobile bearing Presi- 
ident Roosevelt in his tour of 
Nashville halted near the tomb 

of James A. Pope not long ago, a 

large flake of soot came drifting down 

to land on the presidential nose. 

A land of magnolia and bougain- 
villea Nashville may be, but the 
153,866 souls of this Tennessee city 
burn as much coal as any similar 
town in the north. Houses without 
insulation, surrounding hills, and soft 
coal unite to produce a situation that 
keeps a smoke abatement officer busy. 
And the houses are to blame for the 
soot that goes floating around, this 
man, William Corbett, declares, as in 
summer the smoke evil practically dis- 
appears, while the factories and 
power plants are running throughout 
the year. 

So, when Jimmie T. Shannon of 
the Shannon Electric Company took 
the stoker to his busom, it 
exactly a case of 
fans to the Eskimos. 

“With the situation we have in 
Nashville I figure the stoker is just 
about to come into its own,” he says. 
“There is no pressure canvassing 
here yet. We did $9,000 worth of 
business on stokers in 1935 and it 
jumped naturally to $21,191 for 1936 
during a comparable period. We had 
four salesmen working in 1935, and 
the same number last year.” 

Stoker dealers — Mr. Shannon 
handles Stokol—will find one thing 


was not 


selling palmleaf 





ALER 





UPPER LEFT 


Shannon shows the simplicity of stoker operation 














LEFT 








The greatest testimonial is the name of a use 









dealer. No salesman himself, the fuel 
merchant is nevertheless an excel- 
lent bird dog for the dealer. As a 
result the Shannon Electric Com- 
pany has set up a tip system which 
works with every man who drives a 
coal truck in Nashville. 

Coal men are divided into two 
types, “A” dealers who turn in leads 
only, and “B” dealers who interest 
the prospect up to the point of clos- 
ing, but require sales help. The “C” 
dealers are those who purchase the 
stoker outright and complete the sale 


independently, and without assist- 
ance. A _ record of all prospects 
handed into the sales manager is 


kept and a 30 day protection extended 
to the coal dealers who work their 
own leads. They must be in contact 
at least three times with the prospect 
during this time. However, the coal 
dealer who turns in a list of names 
and makes no further contact with 
them is not entitled to protection, Mr. 
Shannon figures. 

Jimmie Shannon is an electrical 
veteran. He joined General Electric 
in 1910, went to work for the Con- 
necticut Light & Power Company in 
1912, and in 1917 opened his own 
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Above—"'! offered coal dealers three ways of working with us,” says J. T. Shannon 


Below—The business district proved itself not to blame for the soot nuisance in Nashville 






























to their advantage in this cycle, he business in Nashville. With 25,000 
points out. While the ice man re- to 30,000 homes in Nashville using é 
sisted by all means in his power the old style furnaces, he believes the 
rise of the electrical refrigerator, on stoker business will be good for a 
the other hand the coal dealer, flus- long time to come. 
tered by oil and gas competition, is The following gives the commis- ' 
glad to play ball with the stoker sions paid: 
MODELS RATING RETAIL CONTROLS ; 
PRICE INCLUDED 
#2 . 6 to 7 rooms $240.00 Thermostat, Stokerstat, 
S ccccccees 8 to 12 rooms 285.00 and limit control 
5 .12 to 20 rooms 325.00 
COMMISSIONS PAID TO COAL DEALERS ; 


“a ~ wl —~ 
SEO ee rrr $5.00 $24.00 $48.00 
3 - 10.00 28.50 57.00 

D witesectqonsesseredl . 32.50 
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Nashville 
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HE remarkable sales records being 
hung up by Delco-Frigidaire dealers 
are important in themselves—proof of the 
competitive rightness of the Delco-Frig- 
idaire line and the present profit oppor- 
tunity in the Delco-Frigidaire Franchise. 
But more important are what they in- 
dicate about the trend in buying habits 
..and about the future to which Delco- 
Frigidaire dealers may look forward. 
Here is a year round business—the 
distribution of automatic heating, cooling 
and conditioning equipment—which au- 


— kt pays le have this Feanchise 


DELCO-FRIGIDAIRE 





... proof of immediate profits...AND of a 
soundly growing year ’round business 


thorities everywhere agree has barely 
gotten under way, yet which is already one 
of the industrial giants of the country. 
And here is a line of products which 
covers this field completely—right in price 
—right in engineering—and backed by 
the name of General Motors. The Delco- 
Frigidaire Franchise should appeal par- 
ticularly to sound, progressive business 
men who can read the signs of the times. 
There’s still room for a few dealers of 
this sort in the Delco-Frigidaire picture. 
Mail the coupon or write ... today. 


The Delco Conditionair 


A complete heating plant for forced 
warm air systems—that air conditions as 
it heats. For use with either gas or oil, 
it is typical of present profit opportuni- 
ties in the Delco-Frigidaire Franchise. 
The Delco Conditionair is sold with 
cooling apparatus for summer cooling 
—or this equipment can be added later. 


Compare any other Franchise with these 
5 Delco-Frigidaire advantages 


1 The power of the name General Motors...and 
the proven record of General Motors in taking 
its dealers to the top. 


2 A complete line of heating and cooling equip- 
ment...offering such proven sales arguments as 
the Thin-Mix Fuel Control and ‘‘Controlled-Cost”’ 
Air Conditioning. 


3 The right products at prices so competitive that 
no sale need be lost. 


4 Accepted national leadership and widespread 
public acceptance. 


5 Dominant and convincing advertising and sales 
promotion that tells a competitive story — both 
nationally and locally. 


@ Write for more information about this great Franchise 


MAIL THIS COUPON TODAY 





The Air Conditioning Division of General Motors 
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AUTOMATIC HEATING, COOLING AND CONDITIONING OF AIR 


1937 


Delco-Frigidaire Conditioning Division 
General Motors Sales Corp. 
Dayton, Ohio—Dept. EM-8 


Iam interested in your Franchise. Please 
send me complete information at once. 


Name 


Address 








City and State 
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The Dealer’s Day Is Here outl 
tion! 
Hand -Heat- Dealers Wanted CONTINUED FROM PAGE 35 — 4,00 
y Here’s a real sales item yielding of | 
a fine profit. Send for full par- ~_ P a leav 
hy | ticulars. Get in on the ground ditioning, unlike refrigeration or boosters for air conditioning from per- F 
On-W eels oom, washers or radio, needs the services of sonal knowledge. Sutherland has a big aiid 
: some outside men not directly con- attic fan installed in his own home enili 
An Electric al nected with his field. He is not unac- that he swears by. Says he can come in pow 
customed to that. He has to call in a__ there after a hot day and the cool night it 
° wiring contractor to install a range or breezes drag the house temperature re 
Steam Radiator a water heater. The same is true of down so that Mrs. Sutherland and pon 
air conditioning—unless he is already Jimmy, the boy, can all sleep in per- pes 
if in the contracting business. Outside of fect comfort. Barney DeRamus lives aa 
In addition to the radiant heat of elec- the wiring, he will need the services in one of Kelvinator’s “Kelvin Homes” ps , 
tric bowl-type heaters, it also gives you of a plumber to take care of water con- —completely air conditioned and an 8 
convected heat. That means quicker nections and unusual installation prob- __ electric kitchen to boot. Pa 
heating, and an economy of current. lems ; of a tinsmith to take care of duct For the 55,500 customers of Bir- ati 
In fact, the small size one uses work and perhaps of a carpenter and mington Electric, Barney has evolved won 
no more current than an electric iron. painter to take the rough edges off the the “Step-By-Step” plan for residential she 
It is just the thing for bathrooms or job when it is installed. air conditioning. He got out a booklet a 
any hard-to-heat room. Also ideal in “The only place he can go wrong is_ explaining the plan and started off bei 
any room for cool damp days of Spring, in under-estimating the cost of these with a list of present users of attic pe 
Summer and Fall when main heating extra services that are part and parcel fans. Names and addresses same as oil ye 
is not in operation. of installing even a two-horse com- burner and stoker dealers were accus- hr 
ns pressor. He must learn, too, to be able tomed to using. Then he explained eaet 
Easily wheeled from one room to an- to make a cursory survey of a job in what an attic fan did; went from that ai 
other - So light it can be carried up- figuring his costs because an organiza- to simple ventilating fans for indi- > 8 
stairs or down. Equipped with both tion that is asked to bid and specify on vidual rooms; proceeded to furnace pane 
thermostat and automatic current cut- every job that comes along would have fans as an improvement on simple re 
off. Made in 4 sizes. Finished attrac- to support men doing little else if they warm air, duct systems; told about the 
tively in black and neutral color. went into a thorough examination of filters used in connection with furnace eins 
the premises of every prospect. fans ; described the part the coal stoker 7 
MANUFACTURED BY BURNHAM “When it comes to the residence played in making the heating system ond 
market and the sale of attic ventilating automatic (and coal stokers sell well of 
Bb , ° fans and electric room coolers, he is down in this bituminous coal territory) on 
purnham, even on surer ground. There is prac- and finally, described and illustrated ons 
tically no installation problem in con- the functions of both the central, year 
Irvington, N. Y. nection with the attic fan. The room round air conditioning system and the 
Manufacturers of Heating Equipment Since 1873 cooler requires some knowledge of air individual room cooler. 
Representatives in All Principal Cities of the United States and Canada cooling requirements: number of win- His five-point plan explained, for the 
dows, wall area in partitions, lighting, benefit of the dealer and the home- 
sgacieamtaneeeenmegiantntet me eee eee ——— SS | doors, probable human load and such. owner that air conditioning plans for 
Most manufacturers today supply new homes were fast becoming stand- 
T | F ready reference estimating cards which ard items. Existing homes on the other = 
take all the headache out of this type hand, because of construction difficul- 224 
a of work. And with three or four in- ties or inadequate finances, presented tha 
stallations under his belt, the dealer a somewhat different problem. You ma 
can sail in and specify room cooling don’t have to do the whole job at once, lot 
oo capacity as easily as estimating re- however, he said in effect. Use this the 
ia 4 frigerator capacity for the size of step-by-step method: tor 
J , family.” 1. Install a heating plant adequate hay 
Now, that’s opinion as to dealer op- _for the requirements of the home. This ser 
portunity. Facts are that McDavid’s may be already taken care of but if it is the 
dealers are selling this equipment to- not operating satisfactorily, steps 
0 N T Me day. He’s selling it, too—at retail— _ should be taken to remedy it. tho 
through three outlets in Birmingham. 2. Install a furnace fan and filter Th 
One of them is his main place of busi- to increase the efficiency of the heat- Th 
ness where he maintains an elaborate ing .unit and provide for subsequent an 
M 0 T 0 9 showroom and the other two are intwo __ installation of a cooling coil. This fur- em 
of the town’s important department nace fan and filter may also be used to anc 
— stores — Pisitz and Burger-Phillips. filter and circulate fresh air during the me 
From the standpoint of Another department store in town, summer. jot 
performance, you don’t tHI| Loveman, Joseph & Loeb, the afore- 3. Buy an automatic coal stoker to ms 
care what name is on the motor, so long mentioned completely air conditioned further increase the efficiency of the soe 
as it does the job. on a SeaeS START INDUC. —e ee sell a condi- peecom plant and minimize coal con- : 
; otk! Jas —Furnished with resilient ioners—Carrier room coolers. sumption. 
th on — it's cr owe A name mounting for quiet operation and to meet In Birmingham proper—and Barney 4. Insulate the ceiling of the home, pr 
mers ow an respect goes a general purpose requirements For use DeRamus of Birmingham Electric is weather-strip the doors and the win- ov 
long way in overcoming sales resistance. oe Ret acs my authority—there have been sold 13 dows. This minimizes radiation, ab- ev 
If the motor isanR&M,youknowyou | [ory oy ie alae attic fans in 1934, 56 in 1935, 36 in sorption, escape and infiltration of | 
are right on both counts. And the cus- 1936 and 66 up until June, 1937. Soin either heat or cold. 7 
tomer knows it too. six months this year they have sold 5. Add units performing the neces- M 
Leading makers of electrical appliances of every kind almost twice as many as all last year. sary functions of cooling, de-humidify- th 
are using reliable, reputable motors made by R&M. A Last year, dealers sold 264 automatic ing and humidifying the air. Existing - 
They are easier for you to sell—when you show cus- (| coal stokers and the local utility sold homes heated with hot air need only to he 
tomers the right name on the motor... . Robbins & Stren another 9; this year, dealers to date installa cooling unit having a separate rr 
Inc., Springfield, Ohio; Brantford, Ont ’ ) have sold 90 stokers and are budgeted compressor with the coils operating in 
‘ ? ‘ to sell 40 complete air conditioning conjunction with the furnace fan. Ex- 
jobs. They sold 17 jobs last year so isting homes heated with steam or hot fo 
q 0) 5 e : you have another indication as to the water can secure good results by in- = 
N 5 £ M YE 5 5 way this air conditioning wind, per- _ stalling room coolers connected up with of 
fectly cooled, is blowing. In Alabama the steam or hot water coils. ¥ 
—and this time “Scotty” Sutherland is And so, in the city of Birmingham st 
my authority there will be more than and the state of Alabama, the air con- ™ 
FANS +» MOTORS + HOISTS + CRANES +« FOUNDED 1878 | 20 '0™ “oolers sold. Both men are  ditioning business moves forward with a 
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the impetus provided by a number of 
outlets. There are over 100 air condi- 
tioning installations, totalling over 
4,000 horsepower installed now. Most 
of these are the bigger jobs which 
leaves the future up to the residence. 

From the utility standpoint this is 
vood business. All has not been plain 
sailing heretofore. In most cases the 
power company was faced with the 
necessity of installing added trans- 
former capacity to take care of an un- 
usually large installation. A good 
maximum job, say utility men, runs 
around 10 horse-power installed, op- 
erates about ten hours a day and has a 
season of about four months during 
the year. That’s difficult load for any 
utility company to figure on. It 
wouldn’t be so bad with reverse cycle 
where the heating load would do its 
share of the balancing. But there’s a 
bright side to even that picture. When 
transformer capacity has to be added 
or a sub-station which will provide 
three times the capacity, at starting 
torque maximum, as the unit will re- 
quire for ordinary operation, then 
there is ample capacity for any of the 
smaller air conditioning installations— 
the two and three and five horse jobs— 
that may be put on the lines in that ter- 
ritory sometime in the near future. 

The future lies with the McDavids— 
and their dealers—and the development 
of what has always been the biggest 
market for electrical equipment in this 
country—the home. 





Getting Into the 


Business 
ees CONTINUED FROM PAGE 33 





224 retail stores in the area. After 
that, there is always the residence 
market waiting. And they have a 
lot of good friends among the people 
they have sold washers and refrigera- 
tors and oil burners to—because they 
have kept them sold through good 
service since the signature went on 
the contract. 

Miller & Morgan required no addi- 
tional capital to go into the business. 
They didn’t hire any more salesmen. 
They even used the same installation 
and service men that were already 
employed on refrigeration, oil burners 
and radio. Mr. Erwin himself does 
most of the selling and surveys the 
job for capacity requirements. When 
he has made his survey, he doesn’t 
trust his own judgment—nor does the 
manufacturer, York Air Condition- 
ing—he sends it in to them and 
pronto they send a man down to go 
over the job and find out whether 
everything is perfectly accurate. 

Once the business of the actual 
requirements are taken care of, 
Miller & Morgan go about installing 
the equipment and keeping a watch- 
ful eye on it to see that it performs 
according to schedule. Here again, 
there is no special trick involved, 
says Mr. Erwin. A company that 
have been in the contracting business 
for a number of years and have been 
instrumental in contributing to some 
of the important wiring installations 
around town find no difficulty in in- 
stalling a compressor. The duct 
work is taken care of by a local tin- 
smith working on contract. 











ROM all parts of the country they come— 
F ptaising the dependability, the lasting econ- 
omy of high quality, that is designed and built 
into all Whiting Stokers. 


They mean that— 


Whiting dealers have the advantage of selling 
a known and proved product. 


They are protected against high service costs. 


They have behind them the great asset of na- 
tional recognition and increasing numbers of 
satisfied users in every part of the country. 


They enjoy the close co-operation and support 
of an experienced manufacturer who is both 
willing and able to stand squarely behind the 
product they sell. 


Their profits are growing rapidly through the 
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PUR BEA tem 





sound distribution and merchandising methods 
which Whiting has pioneered in the stoker 
market—and their future interests are protected. 


There are important op- 
portunities today for more 
W biting dealers. Write or 
wire for full information 
on representation for your 
locality. 








Manufactured by the Whiting Corporation, Harvey, Illinois 


Underfeed Stoker Division 








Whiting Corporation Gaarailiad by 
15606 Halsted Street teed foes | 
Harvey, Illinois 
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No. 2 of a series on electrical merchandising 


1933 1934 1935 







The appreciation possibilities 
of an automatic stoker franchise 


If an appliance distributor had kept even with 
the stoker industry, for each stoker sold in 
1932 he would have sold 8 in 1936; if he had 
kept pace with Link-Belt for every stoker sold 
in 1933 he would have sold 40 in 1936. Dur- 
ing the depression, stoker sales were increasing 
while gas and oil burners were losing ground; 
stoker sales have been increasing at twice the 
rate of oil burners. Growing profits follow 
sales appreciation in stokers because of quick 
turn-over, small investment required, sales 
period complementing refrigerators. 


Link-Belt’s stake in stokers 


As with automobiles, radios, oil burners and 
other lines, the stoker race started out with a 
few pioneers, quickly mushroomed to hun- 
dreds of entries, will end up a few years hence 
with a few hardy thoroughbreds which have 
had the foresight and facilities to constantly 
improve the product, maintain national ad- 
vertising, with adequate financing and manu- 
facturing facilities. Let us show you how and 
why Link-Belt will not be one of the stokers 
that dropped out in a tough race. 


LINK-BELT 


AUTOMATIC COAL BURNER 


































CHICAGO SETS RECORD 


CHICAGO — Commonwealth Edison 
Company reports that air-conditioning in- 
stallations in Chicago in the first six 
months this year established a new high 
record both in number of installations and 
capacity. 

Installations placed in operation or con- 
tracted for in the first six months totaled 
341, as against 245 in the same period 
last year, a gain of 39 per cent. Capacity 
totaled 10,042 hp., as compared with 5,810 
hp. in the same 1936 period, an increase 
of 45 per cent. 

June installations totaled 83, with ca- 
pacity of 1,591 hp., a new peak for that 
month, as against 68 and 864 hp. in June 
last year. 


INSTALLATIONS 


Houston, Texas, Jan. 
June 30, 1937 


1, to 


H.P. 
Tons Total 

ee Unease 639.75 770.43 
NR huis and a’e scale 60.60 96.33 
Department Stores ...... 260 341 
US ee 64.5 73.80 
eS pres 1 1 
SE eels wciic wan KMRL 12 18.50 
Barber Shops .......... 12 15.75 
See 50 
Sa 5 
Auditorium ............ 220 225 
i ga cd 65 69.91 
CONE bask cvecsaanee 40 47 
ok eee 8 11.5 
Liquor Stores .......... 75 75 
Beauty Shops .......... 11.50 13.58 
Jewelry Store .......... 13.5 12 


Men’s Ready-To-Wear... 61 72 
ee ae 8 


Ladies’ Ready-To-Wear. 120 166 

eee 138.50 168 

WEEE vcbdevesccacen 110 137.5 
1901.10 2317.30 


Manufacturers supplying these installa- 
tions were General Electric, Kelvinator, 
Frick, Frigidaire, Westinghouse, Carrier, 
Chrysler, York, Cool-Aire, Carroway- 
Byrd. 


Data from Houston Lighting & Power Co. 








KELVINATOR STARTS 
AUTOMATIC HEATING 
DRIVE 


DETROIT—Presenting complete mer- 
chandising plans in advance of the active 
selling season, Kelvinator launched its 
automatic heating drive this month as 
four factory executives took the 1937 
line and its promotion program to dis- 
tributors in ten Eastern and Central cities. 

Visiting the cities were E. L. Sylvester, 
Sales Manager of Residential Air Con- 
ditioning and Automatic Heating; B. M. 
Hanley, Assistant Sales Manager in 
Charge of Automatic Heating; F. J 
Worden, Commercial Advertising Man- 
ager, and F. Valtiere, of Kelvinator’s 
Engineering Department. These men 
met with the distributors at luncheon 


conferences in Buffalo, Boston, New 
York, Philadelphia, Washington, Cin- 
cinnati, St. Louis, Kansas City, and 
Chicago. 


Factors which make automatic heat- 
ing particularly attractive this year, were 
enthusiastically discussed by distributors 
and factory representatives. These fac- 
tors, as named by Mr. Sylvester, include 
new equipment more efficient and less ex- 
pensive both to purchase and operate, an 
increased level of national income, and 
a great increase in consumer demand for 
modern heating systems. 


NEWS OF AIR CONDITIONING 
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L. R. BOULEWARE 


General Manager, Carrier Corp. 


CARRIER CREATES 
RESIDENTIAL 
DEPARTMENT 


NEWARK—Expansion of the design 
and application .— force of Car- 
rier Corporation, Newark, N. J., air-con- 
ditioning firm, has been announced by 
L. R. Boulwarg, vice-president and gen- 
eral manager. 

Additions to the Carrier staff were 
made to handle increased business and 
speed production of equipment now or- 
dered, Mr. Boulware explained. He 
said that residential air conditioning had 
become so popular in the past six months 
that it has been necessary to create a 
whole separate department to handle this 
phase of the business. 

Heading the residential air condition- 
ing department is George T. Long, w 
has had a wide background of experi- 
ence in home heating with other manu- 
facturers and three years of residential 
air-conditioning experience in the field 
with Carrier. 

Other additions to the staff listed by 
Mr. Boulware are Stanley Ellison and 
Donald Flynn, commercial refrigeration; 
E. L. Hinchliff, public utilities; Mor- 
timer Lansing and C. R. Davison, portable 
summer air conditioner ; and E. D. 
Greiner and George Scheele, dealer de- 
velopment. 

The demand for men versed in air con- 
ditioning has caused Carrier to set up a 
special training course to fit men for 
positions with the company or with its 
dealers. 

Fifty-five young engineers have 
recently completed an extensive Carrier 
training course in air conditioning, re- 
frigeration and unit heating, and are being 
assigned by Carrier Corporation, to posts 
within the organization or with the firm’s 
dealers throughout the world. 

The fifty-five young men are graduates 
of leading technical schools in 27 states. 
The personnel of the training course was 
selected by dealers or by personal inter- 
view, after the individual had made an 
age y to Carrier. Many of the men 
have had previous engineering experience 
in industry. 

Willis H. Carrier, chairman of the 
board, planned the training program. The 
ten weeks’ training period covered resi- 
dential and comfort air conditioning, com- 
mercial and industrial refrigeration 
unit heating. This is the third class to 
be graduated from the Carrier sc 
within the past year. The increasing 
mand for air-conditioning engineering 
service necessitates a continuous traif- 
ing of qualified men in the Carrier tech= 
nique. . 
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Female ironer demonstrators are on the 


Queen. With him is Miss Florence Ver- 
braken, also of Barlow & Seelig. 













A high-pressure closing, done by J. E. 
Alexander, sales manager of One Minute, 
who is working on (right) Wm. R. Turpin 
of Electrical Appliances, Fresno, Calif. 





William Rocke, 


of the old Meadows 
family, launches his brain child, the Bird- 
sell process, at Chicago's Furniture Mart. 
This process washes by means of a pro- 
peller-like device which blows the water 
in a circle, squeezing the clothes to- 
gether at the end of each revolution as 


the water leaves them. The method 
is called “waterflex." Five manufac- 
turers are licensed to produce machines 
under this process, Mr. Rocke stated. 
Bottom price under license will be $64.50. 
Both wringer type and spinners can be 
produced under the patent. 


P. S. Moynihan, sales manager of Black- 
stone, reported the furniture store inter- 
est in washers has gone up. 


While Ed Hurley basked in the North 
way out, declared V. F. Hannon of Speed Woods, Frank R. Morrison trotted out 
Thors for the customers. 


Tre 


E. W. Strickland, South Bend banker, 
makes his bow as washing machine man. 
He is with Birdsell Corp. 








— 


nds 


Revealed 


at Furniture Mart 





By Tom F. Blackburn 


ADIO, refrigerator, and washer 
manufacturers find in the Furni- 
ture Mart summer show at Chicago an 
index of how tastes are running. 
Kitchen furniture is heading toward 
further development of complete en- 
sembles that go with the kitchen, the 
July show revealed. Left and right 
utilities, matching china, sink bases, 
cabinets, etc. are being standardized 
in color and finish so that a woman 
over a period of years may furnish 


4 


Belly-laugh of the show came from a story by Neal Gallagher of 
Automatic. Automatic showed a larger tub in baked enamel at $54.95. 


John Hurley of Nineteen Hundred Corp. gave laboratory demonstra- 
With him (right) is M. E. Louth, 


tions of washer performance. 
advertising agency man. 



















a complete kitchen one piece at a 
time. Sparkling white remains the 
favorite with trimmings of red, blue, 
yellows and other pastel shades. In 


modern major appliances modern 
styling continues to dominate all 
models. 


Radios and stoves sold very well, 
it was reported, with washing ma- 
chines, refrigerators below their 
January volume. Price levels were gen- 
erally up another notch. Furniture 





ope 


Left is Terry Craig of Mullins. 
of Birdsell who once stopped a Dillinger bullet. 





Disadvantage of a show is the fact that 
one's dogs start barking, said F. W. 
McGrath of Barton Corp. 








Doyen of all washing machine manufac- 
turers is Tom W. Behan of Binghamton 
Washing Machine Corp., who can re- 
member way back in 1897, 


styles, which are somewhat reflected 
in appliances, found moderne still 
going right ahead and Queen Anne 
and Victorian types moving up. 
Carvings and mellow finishes are be- 
ginning to creep into the picture. 
Decoration was specially apparent in 
French furniture. 





Right is P. G. Stahly 


S. D. Getz of American Beauty (with Henry Richards, 
Salt Lake City, and Clive B. Bennion, Murray, Utah, 
both of Granite Furniture Co. 





The broadside bere reproduced shows Hotpoint’s way 
of pulling sales for themselves—and for Fr fea- 
turing alt their Monel-topped ranges, ‘‘Dorian’’ and 
'*Belmont"’ included. 


AKE a tip from Hotpoint! The spread 

above shows that Hotpoint believes it’s 
good business to get behind a good thing. 
And Hotpoint knows from experience 
how good Monel* is. 

Hotpoint is putting plenty of selling 
punch behind “Dorian” and “Belmont” 
... the two ranges AT THE LOWEST PRICE 
HOTPOINT HAS EVER OFFERED MODELS 
TOPPED WITH MONEL! Your customers, 
too, know Monel as the ideal kitchen 
metal . . . rust proof, crack proof, silvery, 
and long-lived. 

So here’s your chance to build profits 
this fall. With these models Hotpoint 
banishes the notion that Monel is out of 
reach. And at these prices, Hotpoint ap- 
peals to a much larger market. Play up 


Hotpoint "'Dorian’’ range, with Monel top. Made Dorian and Belmont strong, and Hotpoint "'Belmont’’ range, with Monel top 


by Edison General Electric Appliance Co., Chi- watch your sales climb. For the full price- These two ranges offer the lowest price yet at 


cago, Ill. Like the ‘'Belmont’’, the ''Dorian’’ is . . which the public could buy Hotpoint models 
equipped with Calrod heating units of Inconel. list, write to-day to with Monel. 








THE INTERNATIONAL NICKEL COMPANY, INC. «¢ 67 Wall Street, New York, N. Y. 


* Monel is a registered trade-mark applied to an alloy containing approximately 
two-thirds Nickel and one-third copper. This alloy is mined, smelted, refined, 
rolled, and marketed solely by International Nickel. 
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Surprise 





Beat 
Mail Order 


Competition 


are better than 

one—just like two heads are 

better than one—when you 
have to meet mail order competition,” 
declares A. C. Pearce of Kirby Dis- 
tributors, Incorporated, veteran vac- 
uum cleaner organization of Evans- 
ville, Indiana. 

Kirby men carry a couple of ma- 
chines whenever the price factor rears 
its head. One of them is priced at 
whatever the mail order advertising is 
that day. Setting the two machines 
down side by side, the salesman gives 
a demonstration that springs the su- 
perior features of the better machine. 

While price competition is bested 
by this method of specialty selling, 
trade-ins cannot be so easily laughed 
off. Of the 1800 vacuum cleaners most 
recently sold by Kirby Distributors, 
approximately three-fourths of the 
deals had to allow for trade-ins. Some 
nine-tenths of them were in fit condi- 
tion to be rebuilt. 


Tt; wo cleaners 





A.C. PEARCE, vacuum cleaner 
veteran of Evansville, Indiana. 


Side by side comparison helps 
meet the mail order competi- 
tion, 







7) 


Catures 


of VACUUM GLEANERS 





Out of high rent districts, in a little house 
on Locust Street, Kirby Distributors carry on. 


This is the status of the vacuum 
cleaner game today, Kirby Distributors 
told Electrical Merchandising. So 
many trade-ins are on the market that 
the firm publishes a blue book of al- 
lowances. There was a time when the 
trade-in was a joke on the salesman. 
Today Kirby Distributors absorb it as 
a matter of course. The reason for 
this change of heart came when the 
firm discovered that a salesman was 
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kept too busy trying to get rid of the 
trade-ins he owned personally. There 
is a bonus to the salesman of $5 on 
any sale without a trade-in, however. 
This little provision restrains the men 
from accepting pieces of junk. 

If they are too easy, they lose a 
chance to get $5. It costs the company 
around $3 to rebuild most of the old 
machines. These are sold through 
classified advertising, and here again 
Kirby Distributors have thought out 
quite a neat knack in handling these 
sales. Salesmen going out on calls are 
not allowed to carry rebuilt machines. 
If a man cannot sell a new one and 
has to be content with a $10 to $35 
order, it is necessary for him to come 
trundling back to 614 Locust Street 
and pick up his rebuilt; meanwhile 
the family looks over the new machine 
and is tempted. 

W. C. Brockett, owner of Kirby 
Distributors, has been five and a half 
years in Evansville. He is an old 
Regina man. Two salesmen working 
for the firm making good living, and 
declare that canvassing is still the best 
way to get good leads. “For then, 
when you get hold of a prospect you 
have a real one—and not a shopper.” 
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Right in the Groove 
for LARGER 








——— \ “ a 
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7 can satisfy every customer with Goodyear Frac- 
tional Horsepower Replacement V Belts because 
Goodyear makes the right belt for every type of V belt 
drive. Over 200 different sizes specially designed to fit 
every different make and model of household appliance 
and light machinery —each one “right” in length, “right” 
in cross section. “Right”— because tests prove the 
Goodyear-perfected high tensile endless cord carcass 
construction lasts longer and stretches less. “Right”— 
because they bear the greatest name in rubber that 
stands for highest quality and value in belting. That’s a 
combination that’s right in the profit groove for you! 
For Handy Application Guide and complete informa- 
tion, call your jobber—or write Goodyear, Akron, Ohio, 
or Los Angeles, California. 





















































NOW — MAKE REAL MONEY ON WASHING MACHINE WRINGER ROLLS 


Goodyear Universal Washing Machine Wring- 
er Rolls eliminate carrying a large stock of 
made-up rolls, increase turnover and profit. 
Made in six standard diameters with extra 
rubber and shaft length that can be quickly 
cut to fit any wringer with Goodyear Com- 
bination Milling Machine. Write for data. 





THE GREATEST NAME 


S 
= 








FRACTIONAL HORSEPOWER ENDLESS Cord VW BELTS 
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| VENTUALLY the house will 
E :: the residence of the com- 
| pany’s station superintendent— 
but while they were about it, the 


Utah Power and Light Company de- 
cided to make it a model of electrified 


convenience, designed to encour- 
age home ownership and stimulate 
employment. 


It is located at the mouth of the 
Provo Canyon, several miles outside 
‘of Provo, Utah, in the midst of an 
attractively parked area, on the bank 
of a rushing stream. Opening was an- 
nounced for the last week in May, but 
such interest was shown in the 
| project that visitors to the home had 
numbered well above the 5,000 mark 
|even before the official day of its 
| presentation. These included many 
clubs who had made special appoint- 
| ments for visiting the home. 
Construction was started on the 
| house in the fall of 1936 to demon- 
strate a fully modern, yet low-cost 
electrical project. People contem- 
plating remodeling and building were 
to see at first hand all practical ap- 
plications of electricity to the home. 
Local furniture dealers cooperated to 
the extent of furnishings. Recrea- 
tion halls and lounge rooms in ad- 
| jacent “Quarters” building, erected 
back in the gay “nineties” by the 
famous Nunn brothers, were put in 
shape to accommodate visitors, and 
give them a feeling of rest amid 
shaded lawns and numerous trees. 
Among features of the model home 
|are last-word kitchen appliances, 
| which somehow seem to fascinate the 
menfolk as well as the women, an 
automatic stoker, the front door bell 
| which operates chimes, modern illumi- 
| nation of correct intensity, and fully 
|equipped laundry room. With the 
| house open from 10 a.m. to 10 p.m. 
it was necessary to provide a hostess 
|to answer questions and direct atten- 
|tion toward educational themes. 
| Consequently, a highly trained woman 
foeen assigned the project, who had 
| experience in sales, lighting and home 








AUGUST, 1937—ELECTRICAL MERCHANDISING 


economics. 
cities, FHA officials, chamber of 
commerce groups and business people 
praised not only the beauty and con- 
struction of the home, but the theme 
behind it. At the opening date of 


Realtors from adjacent 


the home, May 27, approximately 
5,000 people had already made 
visits. 


“We have attempted to make the 
entire project as attractive and stimu- 
lating to a buying and building public 
as -possible,’ Mr. Gadsby said. The 
angle of building goodwill was not 
overlooked. Visitors, when so in- 
clined, are conducted through the 
Utah Power’s new $1,600,000 steam 
plant recently completed on grounds 
adjacent to the “Home of Ideas,” and 
given a tour of the Olmstead hydro 
plant, also located on the grounds. 
These two types of power stations 
shadowed by sheer mountain walls, 
mirrored in a fast-moving tailrace 
combine with practical household ap- 
plications of electricity to create a 
fine impression in the customer’s mind. 

A major attraction also, is Utah’s 
largest relief map, being 30 feet 
long and 12 feet wide, showing moun- 
tain ranges, rivers, lakes, cities, 
power plants and transmission lines, 
built to scale as they exist in Idaho, 
Utah and Wyoming. 

At the close of the little booklet 
which is given to each visitor is 4 
portion addressed to the recipient, 
which leads off “Now—how do you 
want your home?” There follows 4 
questionnaire which the house ownef 












By 
Clotilde Grunsky 






















































Flanking this model electrified 
home on either side are a $1,600,- 
000 modern steam generating 
plant and the Olmstead hydro 
plant, The company proposes to 
make this place an intermountain 
recreation center 








Here 
Washer-Prospect 


“PULL” 


that will crowd 
your store 


twice in two weeks! 


The photograph reproduced above shows 
how one of Automatic's copyrighted merchan- 
dising ideas gets results for Automatic Dealers. 
Nowadays it takes more than a good line of 
washers and a good line of talk to make sales. 
The Automatic Five Star Selling Plan is the 


































or prospective builder is asked to fill 
in and mail back to the company. His 
signature, it is stated, is not neces- 
sary, but would be appreciated. The 
questions include those applying to 


adjacent 
aber of 
S people 
und con- 











2 oon the “style of house preferred” which hottest action getter the industry has seen in 
date ys involves the number of rooms, type years. If you want to see washers move out 
—— of roofing and rpy4 and per of your store as they never have before, hitch 
finish; the method of financing which on to the plan that has the "Pull''—and the 
— would be chosen and how much a quality line of popular priced Washers and 
r Aes. month could be afforded in payment; lroners to back it up. 
“4 uli the conveniences desired: electric 


‘d.. The range, refrigerators, electric water 
: heater, garbage disposal unit, dish- 


And Remember... 








jas t : 
ey Fe washer sink, complete home laundry, 
ae furnace and air conditioner, etc.; pre- ‘ e 
ugh the ae oe on —after the sale is made Automatic protects 
. ferred garage arrangement; type of ty . 
0 steam ee §. your profits by giving you a Service Warranty 
. lighting for living room and a ques- dates . 
grounds iy : unmatched elsewhere. If you're interested in 
m2 tion on electric outlets. A prepaid : 
as,” and ¢ h £ thi more sales and more net profits, write us. 
d hydro postage form on t € rear of this 
pts permits it to be mailed by simply 
Ales tearing off on a dotted line. There 
stations P 
7 : has not yet been time enough to learn 
in walls, ’ 
; what results may be expected from 
tailrace " a : ig 
ied this questionnaire, but it is felt that President and Gen. Mgr. 
ee ¥’ the simple asking of the questions 
pier will have its ven if they are 
remind Wil have its effect even if the AUTOMATIC WASHER COMPANY 
s Utah’s ag i ‘ . 
ph re Vice president and commercial 212 W. Third St. Newton, lowa 
be ee manager P. M. Parry states that 
8 pres other model homes will be opened TTT) 
a pose later in various parts of the terri- PSS AE 
» Tae tory to stimulate local sales. One is 212 W. Third St., Newton, lowa. 
nearly ready for opening at Preston, Send me your Dealer Proposition on Automatic 
booklet Idaho, sponsored by building in- Washers—and your 5 Star Plan Book. 
: — . terests. Also it is expected that on 
or pe before the summer is over several ealers  rrrrrrrrrrrr rrr rrr rr rr rr rrr rr rrr?) yrds 
a = farms will be equipped with model EES SA 
wwe. . electric home equipment and modern The Automatic Line for 1937 Includes 7 models of Washers, 5 Etectrie and 2 with Gas Eni ine, 
. . . a \° rt 
e owner electrical applications. Tee sen Automatic “Save-A-Day ironer is a fitting companion to these washers. asa a bop fhst aces nadenaes els ac cstbsevase 
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This CS6NICE cup 
was filled with 
water and held 
upside down. Not 
adrop can get 





























In our first three advertisements in Electrical Merchandis- 


that 

out... and noth- ing, we announced CONICE... described its unheard-of on 
ing can get in. a “3 “ , ‘ 

akan pe for) advantages — Individually Packaged Ice and “Sled ship 

Runner” trays. Now we present what we believe to be the = 

greatest sales-clinching point of C6NICE... bega 

1934 

1936 

The Sealed Cup | ager 

Due to its exclusive structural features ... ;— 


Oxygen can't escape the fresh water to be frozen... 
therefore, it can’t make your drink flat! 
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No foreign odors can penetrate the airtight cap to spoil 


. A 


fa 


ra 
¥; 
y 


the taste of water or other liquids. 


3 Yet a simple twist of the wrist breaks the bond between 
cap and cup —releases CS6NICE. 


ADDED 








No other ice tray offers this revolutionary design. It 
allows free removal without prying, pounding, or 


APPEAL 


mechanical loosening of any kind. Resting on sled-like 





oe - 
Sra 


bot? runners, CONICE Trays are immediately responsive to 
the slightest touch . . . ice formations on the shelves or 
around the outside of the unit can't interfere with their 


n P . . 
- somevth. Gulag the were wosthe, when Geese Faster Freezing ...Neatness . . . Convenience 


exposure to outside humidity greatly increases the frost- 





ast ing around the unit, this unique feature of CSNICE Freezing time is greatly shortened —and electricity consumption is 
Trays will be particularly appreciated . . . their design sharply reduced with C6NICE. Each individually sealed cup is suspended 
will be found a distinct year-round advantage over from the tray so that it is completely and immediately surrounded by — 
the cold air within the freezing unit. And C6NICE lasts three times 

longer than ordinary ice cubes! 


flat-bottom type trays. 


No more thawing under the spigot or prying to remove cubes... no 
slopping on refills. C6NICE finally makes home refrigeration desirable! V 


Although introduced only recently, CONICE is already making money for Dis 
many dealers! Past buyers of mechanical refrigerators are equally as sein 
good prospects as those in the market for this year’s models... for 
everybody wants the latest improvements, and C6NICE fits old refriger- time 
ators as well as the new ones. So order a good supply of C6NICE Trays , P 
without further delay ... they'll make your floor models “more modern a 
than the day they left the factory.” Ca, 
he \ 
priz 
the | 
earl 
Uni 


CENTROID INCORPORATED 9k 


13000 ATHENS AVENUE - - - CLEVELAND, OHIO has 
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wat 
Hall of Fame 


FRICK-REPETTO 
St. Louis 


WO young men in Missouri have 

won so many sales contest prizes 
that the natural thing for them to do, 
they decided, was to form a partner- 
ship as a General Electric appliance 
dealer. 

Eugene Repetto and Charles Frick 
began electric appliance selling in 
1934 with different companies and in 
1936 each was a district sales man- 
ager for the Hesse Appliance Co. of 


Wellston, Mo. One month Repetto’s 
crew was on top, and in another 
month Frick’s men won selling hon- 
ors. 

In March, 1937, they opened the 
Union Appliance Co. at 3026 North 
Union Blvd., in St. Louis, the seven- 
teenth General Electric dealer to be 
franchised in the metropolitan area. 
But in point of sales the store moved 
up to ninta place in April and to fifth 
position in May of the same year. 

Here is the contest record of 
Repetto, 25 years old: High man in 





i, 
See 


CHARLES FRICK 


distributor’s territory in Mike Swee- 
ney monitor top refrigerator contest; 
winner of the Clay Miller trophy, a 
silver plaque, as the leading GE 
salesman for all of 1935 in distribu- 
tor’s territory; winner of a 1936 GE 
Topper trip to Chicago; manager of 
highest selling group in 1936 in dis- 
tributor’s area, and member of 1937 
GE Toppers. 

And this is what Charles Frick, 26 
years old, has accomplished: High 
district manager in dollar sales vol- 
ume in 1935 in distributor’s territory; 












EUGENE REPETTO 


member of 1936 GE Topper group to 
Chicago; GE Topper in 1937, and 
winner of two extra pearls in pin. 

How do they do it? Not much can- 
vassing. They go in for progressive 
selling, with the result that 80 to 85 
per cent of their sales are made 
through users now. One phase of 
using the users is a mailing campaign 
in which they tell them they are en- 
gaged in a sales contest and if they 
can give a tip on a friend who is in a 
buying mood, will they please “let them 
in on it” 





WINNERS IN ROYAL VACUUM CLEANER SALES CONTEST FOR DISTRIBUTORS' SALESMEN 








J. E. ALEXANDRE 
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E. C. HEIMBACH 





R. J. ICELOW 





¢ 
WILLIAM L. KERR 
* Philadelphia, Pa. 


ILLIAM L. KERR, winner of 
the grand prize in the Royal 
Distributors’ Contest, has been con- 
nected with the Graybar Electric Co. 
for seventeen years, during which 
time he has won many cash awards. 
Prior to his employment with Gray- 
bar, Mr. Kerr was connected with 
the Dayton Engineering Laboratory 
Co., Dayton, Ohio, during which time 
he won many sales contests and cash 
prizes, and was always the leader in 
the field of his endeavors. Mr. Kerr’s 
early sales training was with the 
Union National Bank, Scranton, Pa., 
and the Burroughs Adding Machine 
Co., Detroit, Mich. 

“Big Bill,” as he is known to his 
many friends, has two hobbies, sing- 
ing and working in his garden. He 
has an excellent baritone voice and is 
4 member of the internationally fam- 


ous Scranton United Choral Society 
which won several World’s Fair and 
International Song Festivals. He has 
been happily married for twenty five 
years and has two children, Virginia 
Dare, 21 and Florence 16. 

In September of last year Mr. Kerr 
won a trip to Havana, Cuba with all 
expenses paid as a prize in a sales 
contest, and has just won two trips— 
one for himself and one for his wife 
—to Europe, with all expenses paid. 
They sail the 18th of August and will 
be gone about a month. 


J. E. ALEXANDRE 
Harrisburg, Pa. 


E, ALEXANDRE, a winner in 

e the Royal Distributors’ Salesmen’s 
Contest, Branch Manager, Pierce 
Phelps, Harrisburg, Pa., a prize win- 
ner and laconic about it. Without 
spending many words on his biog- 
raphy, Mr. Alexandre tells us that 
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he is married and has two daughters, 
Doris Virginia, 15, and Jeanne 
Dolores, 10, and one son Eugene 
Joseph, 8. His hobbies are swim- 
ming, boating and fishing. 

Originally from New Haven, Conn., 
he has been three years with Pierce 
Phelps. 


E. C. HEIMBACH 


Scranton, Pa. 


C. Heimbach, a winner in the 
e Royal Distributors’ Salesmen’s 
Contest, R. B. Wall Co., Wilkes-Barre, 
Pa., is married, with two children, a 
son, Ned, aged 13, and a daughter 
Jean, aged, 17. Mr. Heimbach has 
been connected with the R. B. Wall 
Co., about a year and a half. 

He is a graduate of the “School of 
Experience.” Says Mr. Heimbach: 
“Although I have always been a stu- 
dent of salesmanship, and have studied 
and completed a very comprehensive 
course on this subject, probably it 


was my ten years’ connection with the 
Electric Vacuum Cleaner Co., Cleve- 
land in the capacity of Scranton 
Branch Manager, which afforded the 
opportunity of learning the cleaner 
business, that equipped me for my 
present connection. 


R. J. ICELOW 
Philadelphia, Pa. 


J. ICELOW, a winner in the 

e Royal Distributors’ Salesmen’s 

Contest, previously manager of the 

Eureka Vacuum Cleaner Co., has been 

with Graybar Electric Co., since 
March 16, 1932. 

Mr. Icelow attended Rutgers Uni- 
versity. He is married, and has four 
children: Rita, Raymond, Jr., Robert 
and Roger. 

For a hobby Mr. Icelow enjoys 
golf, but running a farm in Bucks 
County, Penna., in his spare time, 
leaves little time for indulging his 
hobby. 
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NEW! AND 6 MONTHS AHEAD! 


THE GREAT MATCHED 
LINE—in gleaming white— 
with eye-appeal — feature 
appeal — and name appeal. 
Here is the beauty to de- 
mand attention and interest 
—the product features to 
whet desire — the name to 
inspire confidence. 
Completeness of line and 
price range means more 
sales to a broader market — 


CM. 
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strength against all kinds of 
competition with full profit 
on every sale. 

Here is the line that has 
out-paced the industry, 
with new selling power and 
speed. Get the facts from 
your Westinghouse repre- 
sentative. Or, write direct to 
Westinghouse Elec. & Mfg. 
Co., Dept. 757, Mansfield, 
Ohio. 








ELE 





COROX ECONOMIZER UNIT FAST HEAT-FLOW OVEN 


-. . saves from 18% to 46% ... gives far better oven 
in electrical cooking costs; results; exclusive West- 
exclusively Westinghouse. inghouse Heat Evener. 


Westinghouse 
Kilehen proved RANGES 


SELL UP TO owctlein / 


-_—— Westinghouse makes it easy and profitable 
i Alert Westinghouse Refrigerator dealers are aggres- 
] sively “‘pushing’”’ the new Patrician (all-porcelain) 
models. For bigger individual sales! For longer 

profits .. . and better satisfied customers! 

And what a sales story these dealers are telling — 
of lifetime beauty, easier cleaning, freedom from 
stains, scratches and other blemishes — for as little 
as two cents a day additional during the life 
of the sales contract. 

No ordinary porcelain is this which is used in the 
Westinghouse all-porcelain refrigerators. Applied all 
at one time to the one-piece cabinet at 1700 degrees 
F., Patrician porcelain has a more flexible thick- 
ness throughout, actually strengthening the cabinet 
and eliminating most of the causes of chipping. 

There’s real quality here . . . and years of lasting 
satisfaction for the buyer. You’re losing a lot of 
potential profits if you aren’t pushing the Westing- 
house all-porcelain . . . 


Kitchen proved REFRIGERATORS 
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SELL APPLIANCES 


HEY help with the first job by adding to the sales 
appeal of the appliances you sell— by helping to 
convince prospects that these appliances are reliable. 


Prospective buyers know that an appliance is only as 
reliable as its motor. They also know that G-E motors 
have a reputation for giving lasting satisfaction. Thus, the 
fact that an appliance is equipped with G-E motors — 
motors made by a company they know and trust —is 
sufficient proof to prospects that the electric equipment 
is care-free, efficient, and dependable. 


The reputation of the appliance manufacturer, 
plus that of G-E motors, makes selling easier— 
inspires confidence that the appliances you sell 
are dependable both mechanically and electri- 


cally—-are of high quality through out. 


GENE 
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KEEP THEM SOLD 


HEY help, too, by operating quietly, efficiently, and 
with little or no attention, to keep appliances sold. 
Their performance is such that it makes satisfied users, 


attracts new prospects, and brings back old customers for © 


new purchases. 


Designed and built by experienced engineers, G-E motors 
give many years of trouble-free service. Below are given 
a few of the many reasons why G-E motors are reliable 
—why millions of washers, refrigerators, stokers, and oil 
burners are equipped with them. 


Cast-aluminum rotor winding that cannot burn 
out or become open circuited. 


Resilient-rubber mounting that isolates all torque 
pulsations to the motor. 


End-play silencers, of durable spring steel, built 
permanently into the end shields. General 
Electric Company, Schenectady, New. York. 





¥ 
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BENDIX ANNOUNCES WASHER 


J. S. Sayre Heads Sales 


DETROIT—The long rumored en- 
trance of Vincent Bendix into the home 
laundry business is confirmed in a cur- 
rent announcement from Bendix Home 
Appliances, Inc. 

The new company places its product on 
the market through a completely national 
distributor organization which has been 
built up during the past six months. An 


intensive advertising and _ promotional 
campaign is being launched through 
Brooke, Smith & French, Inc., Detroit 


and New York advertising agency. Na- 
tional schedules in leading magazines and 
newspapers will be carried. 

Vincent Bendix, whose name is synony- 
mous with precision equipment used for 
years by the automotive, aviation and 
marine worlds, is interested and active 
in the affairs of the company. Don O. 
Scott, widely known in automotive circles 
for the introduction and development of 
the Lockheed Hydraulic brake, is presi- 
dent, and J. S. Sayre, well known in 
modern merchandising through past work 
with Kelvinator, Montgomery Ward and 
RCA, is vice- -president in charge of sales. 
Otto C. Lang, formerly vice-president of 
Hydraulic Brake Co., has resigned to 
become vice-president ‘of Bendix Home 
Appliances, Inc. 

The product, described on page 6/7, 
does an entire washing automatically. 

All manufacturing will be done at 

South Bend, Ind. Sales and executives’ 
offices are being maintained in Detroit. 
_ Although the simple design of the unit 
is expected to keep service problems to a 
minimum, any mechanical difficulties will 
be met on a replacement basis, the unit 
being removed from the machine, replaced 
with another and the part removed sent 
to the factory for repair. The machine 
is unconditionally guaranteed for one 
year. 





FLEXIBLE CORD RATING 
CHANGED 


NEW YORK—The new National 
Electrical Code will contain a change in 
the current ratings of flexible cords which 
will be important to appliance and port- 
able lamp manufacturers. 

Since the time the first table of current 
ratings was prepared by Prof. Kennelly 
back in 1899, rubber insulated wires of 
18-gauge have been considered as capable 
of carrying a maximum safe load of 3 
amperes, and similarly the maximum cur- 
tent rating of 16-gauge wires was set at 
2 amperes. Flexible cords took these 
Same ratings and have retained them until 
the present year, but a recent investiga- 
tion showed that conductors used in cords 
could safely carry currents slightly higher. 
The ratings of 18 and 16-gauge rubber- 
insulated flexible cords (but not other 
wires) are now being changed to 5 
amperes and 7 amperes respectively, which 
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J. S. Sayre, vice-president in charge 


of sales, Bendix Home Appliances, 


Inc. 





will allow the use of the smaller sized 
cord on many devices that have used 16- 
gauge cord previously. 

These increased ratings apply, of course, 
only to cords which are made with the 
full gauge-size conductors. Some cords 
are substandard in that they employ con- 
ductors of less than 18 gauge, but all 
Underwriters’ labeled cords will be ac- 
cepted by the Laboratories for these in- 
creased ratings now, even though the new 
code will not appear for three or four 
months. 





FORT WAYNE DEALERS 
FORM ASSOCIATION 


FORT WAYNE—Ralph Wegner was 
elected president of the newly formed as- 
sociation of electrical appliance dealers 
July 13, to be known as the Fort Wayne 
Electrical Dealers’ Association. Other 
officers are W. J. Barth, vice-president; 
Roy Bridges, secretary, and George Hahn, 
treasurer. 

The purpose of the group is to further 
the sale of electrical appliances in the Fort 
Wayne trade area. Fort Wayne has ap- 
proximately 30 appliance dealers. 


1937 





COOLERATOR CLAIMS FOUND 
MISLEADING 


F.T.C. Issues Cease and Desist Order 


WASHINGTON, D. C—The Cool- 
erator Company, Duluth, Minn., engaged 
in the sale of refrigerators in which 
natural or artificial ice is used as the cool- 
ing element, has been ordered by the Fed- 
eral Trade Commission to cease and de- 
sist from unfairly disparaging mechanical 
er electrical refrigerators sold by com- 
petitors. 

Findings in the case are that certain 
representations made by the respondent 
corporation in its advertising matter were 
either false, misleading or insufficiently 
qualified, and have had a tendency to mis- 
lead the public into the erroneous belief 
that mechanical refrigerators are unde- 
sirable and ineffective in use and harm- 
ful and dangerous to users. 

In the main, the order prohibits rep- 
resentations as to the deleterious effects 
that may result to foods kept in mechani- 
cal refrigerators. Among the representa- 
tions ordered discontinued are the follow- 
ing: 

(1) That 45 to 50 degrees Fahrenheit 


is the established or required standard | 


temperature necessary in all types of’ re- 
frigerators for the most _ satisfactory 
preservation of food. The _ respondent 
corporation is not prohibited from repre- 
senting that a maintained temperature of 
50 degrees Fahrenheit, or lower, is gen- 
erally satisfactory for the preservation of 





perishable foods. 

(2) That the various gases used in me- 
chanical refrigerators have a deleterious 
effect on and taint food. The respondent 
corporation is not prevented from repre- 
senting that sulphur dioxide is a poison- 
ous gas, and that if it should escape from 
the coil in the refrigerating unit it might 
permeate the food chamber and have a 
deleterious effect on and taint foods. 

(3) That foods kept in mechanical 
refrigerators lose water or dehydrate to 
such an extent that their nutritive prop- 
erties are impaired and essential parts of 
the chemical combination of various foods 
in their natural state are destroyed, while 
foods kept in a non-mechanical refrig- 
erator do not dehydrate or lose water to 
any extent whatever. 

(4) . That poisonous or other gases are 
formed in such quantities from the decay 
of foods stored in mechanical refrigerators 
that they have a harmful effect in tainting 
such foods and in reducing their nutritive 
value. 

(5) That in a non-mechanical refrig- 
erator such poisonous or other gases as 
may be formed from the decay of foods 
are entirely absorbed by water from the 
melting ice and are carried away through 
the drain pipe, but that in mechanical 
refrigerators such gases resulting from 
decaying foods remain in the ice cubes. 
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100 Hotpoint refrigerators in 100 days! 





YWASNENS 


That is the astonishing sales 


record of the Droegkamp-Inghram Company, new Hotpoint Dealers in 


Milwaukee, Wis. 


The view above shows Howard Droegkamp and George 


Inghram standing in the door of their appliance showroom, and, on left, 
one of the window displays of the Hotpoint refrigerator, with the Hot- 
point Redmen, magazine reprints, streamers and other smart merchandising 


features which were used to "pull" prospects and close sales, 


One of the 


new Hotpoint washers is on display in the doorway. 
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PROCTOR & SCHWARTZ NOW PROCTOR ELECTRIC 


Presents Fashions Electrical 


PHILADELPHIA—Proctor Electric 
Company, Philadelphia, formerly Proctor 
& Schwartz Electric Co. has issued the 
following announcement with respect to 
a change in the Company’s name: 

“In order to avoid confusion among 
our customers, due to an almost identical 
name for two companies in unrelated lines 
of manufacture, it has been decided to 
change the name of our electric appliance 
organization to—PROCTOR ELECTRIC 
COMPANY, continuing the name of our 
drying machinery and textile machinery 
organization unchanged—PROCTOR & 
SCHWARTZ, INC. This change is in 
corporate title only, and in no way af- 
fects existing policies or personnel of the 
Proctor & Schwartz Electric Company. 
Likewise, our address remains the same.” 

Proctor presented an unusual 5 act 
pantomine that attracted unusual atten- 
tion at the National Housewares Show. 
It was entitled “Fashions Electrical” and 
was a combination demonstration of the 
Proctor electrical appliances that are 
“styled for service” and a fashion display 
that shows the latest styles of women’s 
clothes. Each scene gives the properly 
styled setting for the particular electric 
appliance. 

“Fashions Electrical” in Act One shows 
the start of an average day at the break- 
fast table. Mrs. Consumer is wearing 
one of the latest styles of house coats 
featured in fashion shops. She is making 
toast on a Proctor glow cone fully auto- 
matic toaster. 

The second scene opens in-a kitchen. 
Mrs. Consumer wearing a luncheon 
dress is placing vegetables and a roast 
in a Proctor Roast-or-Grille in prepara- 
tion for a picnic supper which she cooks 
at home and will take out with her to 
the picnic 
_ The fourth act shows a beach scene 
in which Mrs. Consumer, in the latest 
bathing suit creation, is arranging her 
picnic supper on the beach. She serves 
supper to her guests from the Proctor 
Roast-or-Grille—the supper she prepared 
so easily at home in the morning, and 
which cooked so easily while she was 
out to lunch. 

The last scene dramatizes the Proctor 
Sociability Set which is comprised of 
the feather touch toaster, 2 crystal clear 
relish dishes and 6 cocktail glasses. And 
of course between all the acts the styles 
depicted in each are shown by additional 
models. 

“Fashions Electrical” is designed as a 
promotion show for department stores, 
utilities and groups of electrical dealers. 
For department stores it sells electrical 
appliances, and ready to wear merchan- 
dise. Restaurants in department stores 
during slack periods, or auditoriums are 
ideal places for putting on “Fashions 
Electrical.” It comes 12 ft. x 8 ft. 
knocked down style. Utility companies 
will find its fits into their show rooms 
and auditorium just as well. Proctor 
Electric Company’s advertising agency, 
John Falkner Arndt & Company, Inc. 
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Act IV of Fashions Electrical Proctor display 


will contact local department stores 
specialty shops to collaborate in suiting 
the show on for groups, electrical dealers 


and utility 


a ready-to-wear 
from 15 minutes to 1 hour to show—de- 
pending on how elaborately the fashion 











companies who 


show is developed. 


NEW TRAILS THEME OF 
COAST CONVENTION 


PASADENA—"“Blazing 


was the theme of the 1937 Pacific Elec- 
trical Association Convention, 
20 and 21 at Pasadena, 
onstrations of the newest developments in 
every department of utility i 
sented in dramatic 
tention of the 700 delegates 


fashion, 


two days of the convention, 


day following the main features were re- 
peated for the benefit of some 450 promin- 
ent industrialists of southern California. 
R. M. Alvord, newly elected president of 
A. for the coming 
announced plans which include, besides the 
usual fall conclaves and summer conven- 
several regional meetings de- 
work of the 


the P.C.E. 


tion plans, 


signed to bring the 
ization to the attention of local workers in 


| all parts of the territory. 








department. 


California. 








GILDE GENERAL SALES 
MANAGER FOR EASY 























Syracuse—Mr. J. C. Nelson, Presi- 
dent of the EASY Washing Machine 
Corporation, announced today the appoint- 
ment of Mr. Morton Gilde as General 
Sales Manager of the company. 

Mr. Gilde joined the EASY company 
in 1920 and since 1924 has been Divisional 
Sales Manager of the New York Divi- 
sion, the largest sales unit of the Corpora- 
tion. 

He will make his headquarters and 
home in Syracuse, where he will be joined 
early in the fall by Mrs. Gilde and Mor- 
ton Gilde, Jr., who are at present residing 
at the Gilde summer home in Lakeville, 
Connecticut. Mr. Gilde is a native of 
New York City. 













MORTON GILDE 









































































































































BEVERAGE COOLER CLICKS FOR SALESMEN 










An old timer in a new job is H. D. Laidley, who heads the appliance 
division for Brunswick 


CHICAGO—When beer came back, 
many prophets foresaw the passing of 
soft drinks that had scored in the dry 
era. That they were wrong has been 
proved by the persistent high prices 





HOME OWNERS WANT ELECTRIC WATER HEATERS 





PIERRE L. MILES 





DETROIT — The day of the antiquated 
water heating system, comprising a 

wrong-sized, incorrectly built tank in the 
cellar or merely coal burned in a mon- 
key stove, is over as far as the home 
owner is concerned, according to Pierre 
L. Miles, Sales Manager of the Range 
and Water Heater Division of Nash-Kel- 
vinator Corporation. 

“Automatically controlled electric water 
heaters have solved the home owner’s 
water heating problem, cleanly, efficiently 
and economically,” says Mr. Miles. 

“Instrumental in ‘selling’ the electric 
water heater to him, of course, are falling 
electric rates,” Mr. Miles asserts. “While 
the use of domestic electric power has 
increased more than five times since 1930, 
its cost has decreased more than 37 per 
cent—an economical factor of great im- 
portance in the use of major electrical 
appliances. Economical, convenient and 
efficient, the electric heater takes the 
place of the oil burner in summer; and 
like the electric range, it fits into the 
scheme of the modern kitchen.” 

With sales mounting for electric ranges 
in the real estate field, Mr. Miles believes 
that similar success is predictable for the 
electric water heater. “Last year’s figure 
jumped to 104,000 electric water heater 
sales, showing a national increase of 48 
per cent,” he declares, “and it may be 
stated that many of these sales have been 
made to home owners who are just build- 
ing or who are replacing old equipment. 








AUGUST, 








of Cocoa Cola stock, latest figures of 
the. U. S. Department of Commerce re- 
vealing that 556,067,256 cases are sold 
yearly. Reason for the wrong guess 
of the wise guys, it is reckoned, can 
be laid to two causes: 


1. Greater number of mass gatherings 
—movie theaters, beaches, games, 
etc., in the last decade. 


2. Present custom of selling soft drinks 
chilled, without need for cooling in 
family ice boxes. 


So obvious is the market for beverage 
coolers operated by electrical refrigera- 
tion that it has brought back the Bruns- 
wick-Balke-Collender Company, Veteran 
table game manufacturer, into the ap- 
pliance field. 

New is its appliance division at 623 
South Wabash Avenue, Chicago, but old 
in experience is general sales manager 
of appliances, H. D. Laidley, who for 
twelve years was with General Elec- 
tric in Chicago, was a founder of R. 
Cooper, Jr., and sold out his distributor- 
ship, the Laidley Company, in Port« 
land, Oregon, in 193 ; 

With Mr. Laidley comes a new policy, 
that of selling to dealers direct from the 
43 branch Brunswick-Balke-Collender of- 
fices scattered over the United States. 
Dealers, in turn, will sell beverage cool- 
ers to hot dog stands, parks, and the 
many outlets that dot their communi- 
ties. With the growing trend toward 
trailer selling, it is felt this item is 
right down the alleydof the refrigeration 
man who would like new fields to con- 


uer. 

’ Blue Flash is the name of the bever- 
age cooler offered by Brunswick, which 
is offered in two models and is unique 
in having a dry storage compartment. 
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COMMERCIAL ELECTRIC 
COOKING COUNCIL 
ORGANIZED 


The Food Service Equipment Section 
of NEMA and the Commercial Sales 
Sub-Committee of EEI have joined in 
a cooperative movement to advance the 
sale of commercial electric cooking 
equipment. 

Immediate efforts will be placed on 
the promotion of counter cooking equip- 
ment, as it is felt this offers the fastest 
approach to the problem. Rising food 
costs make quicker and more economical 
preparation of food a matter of prime 
importance to the hotel, restaurant and 
lunch counter trade, and electric service, 
it is pointed out, provides both the neces- 
sary speed and economy. 

A large and lucrative field awaits this 
promotion, for in addition to the thou- 
sands of hotels, schools, hospitals, clubs, 
etc. throughout the country, there are 
50,000 worthwhile restaurants and 35,- 
000 drug stores with soda and lunch 
facilities. A majority are already using 
some electrical devices, and the objec- 
tive of the Council will be to complete 
the electrification of their equipment. 

It is also felt that economic condi- 
tions are right for launching such a 
program. The hotel, restaurant and 
lunch counter business is the best in 
years, and many establishments are being 
remodeled to improve appearance, pro- 
vide more modern conveniences and in- 
crease efficiency. 

It is also pointed out that much of 
the equipment now in use is old style 
and non-automatic. The utilities are 
alive and alert to the possibilities pre- 
sented by this program, and many are 
actively taking up the promotion of elec- 
tric food service equipment after some 
years of inactivity. 

Promotional material which will in- 
clude a Plan Book, direct mail pieces 
and a news sheet is now being pre- 
pared by a Plan Committee composed of 
B. M. Riker, Rockland Light & Power 
Co.; Ernest Laws, Philadelphia Electric 
Co.; T. I. Messenger, Buffalo Niagara 
& Eastern Power Co.; Robert Arnold, 
The Silex Company; M. E. Miner, Gris- 
wold Mfg. Co.; J. M. Welch, Edison 
G.E. Appliance Co., Inc. 

M. Alden, Philadelphia Electric 
Co., is Chairman of the Council and 
Bruce Fleming of NEMA is Secretary. 





ACTION DISPLAYS ARE 
MERCHANDISING 
SHOWMANSHIP 


NEW YORK—The Reeder-Morton 
Publications, 151 Fifth Avenue, New 
York, announce “Display Animation 
1937” ($5.00, plus postage) a 240-page 
year book of motion displays, which is 
edited by I. L. Cochrane. The editor 
has taken from Shakespeare the quota- 
tion “Things in motion sooner catch than 
what not stir,” and in over 200 photo- 
graphic reproductions and 100 mechani- 
cal diagrams, develops that theme into 
a practical treatise for display idea men, 
designers and builders. 

This manual of ideas and practical in- 
formation about display showmanship 
contains one section devoted exclusively 
to appliance promotion, and the 100 dia- 
grams are selected to help a designer 
out of almost every mechanical display 
problem. However, the electrical trade 
will also be interested in the lucid ex- 
planation of the latest development in 
mobile colored light. Sheets of trans- 
parent polarized glass and colorless cello- 
phane are combined with white Mazdas 
to produce overlapping moving, contrast- 
ing designs of various kinds in all colors 
ot the rainbow. The recently developed 
Interrupted Spectrum” of the labora- 
tory seems to follow the same physical 
laws of Nature when she creates the 
rainbow. All this is delightfully ex- 
Plained in easy-to-read text and dia- 
grams. 





STEWART-WARNER SPRINGS “MAGIC KEYBOARD” 





"Shoot the works,” J. S. Knowlson, chairman of the board, tells F. A. 
Hiter, Stewart-Warner VP in charge of sales 
RIGHT 


Even Clif C. DeWees, who thinks up Stewart-Warner advertising ideas, 
found the convention made him happy 








Every big meeting has its little, private ones. Here's John F. Ditzell 
talking it over with the boys 
| 


CHICAGO—A magic keyboard auto- 
matic tuner, the richest line of cabinets 
in Stewart-Warner history, and all glass 
tubes marked the highlights of the twenty 
radio models presented to a countrywide 
group of distributors at the Edgewater 
Beach in Chicago August 4 and 5. 

When John F. Ditzell rapped for or- 
der and ran over a bit of Stewart- 
Warner history, it was a surprise to 
the audience—mostly electrical men—to 
learn what a wide swath the corporation 
had cut in the thirty-seven years since 
J. K. Stewart invented a flexible shaft to 
run horse clipper shears. 

Possibly the first to see the possibility 
of short wave radio (1930), Mr. Ditzell 





pointed out that the company was a | 
leader in a lot of things electrical and | 
otherwise : 

Radios. 

Electrical refrigerators. 
Speedometers. 

Tachometers. 

Electric gasoline pumps 

Vacuum tanks. 

Electric heat, oil pressure, oil level, 
ameters, and gasoline gauges. 

8. Velocimeters. 

9, Bitumeters. 


WP wh 


NO 


Having just concluded one of its best 
years in refrigeration the company was 





in a mood to push radio vigorously, Mr. 








F. A. Hiter uses very few gestures 
when he makes speeches, but here's 
one 


Ditzell pointed out, and consequently of- 
fered a line that carried every competi- 
tive gadget. With 19,000 Stewart-War- 
ner stockholders scattered over the 
United States, and with some 32 million 
people using the firm’s products, the 
company has a reservoir of good will 
which will be tapped effectively in 1938. 

Few new faces were present among 
the distributors. Cups for radio sales 
accomplishments were presented to Shaw 
Distributing Co., Charlotte, N. C., Mon- 
roe Furniture Co., Monroe, La., and 
Stratton-Warren Hardware Co., Mem- 
phis, Tenn. 
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Electrical Association of Philadelphia makes merry over electric range campaign 
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WHEN YOU SELL VOSS FEATURES 
Only you get the profit 


BECAUSE 








7 as 
eens ~ 
 ficiet jeat. r 
> in clea 
adie a come o 
‘lo ; , € 
po gcwually 
a 





THE PROFIT IS YOURS 


Spend your sales effort on agita- 


tion and wringer features that 
others can not duplicate and 
undersell. When you sell VOSS 
Superior Safety Features, only 


you get the profit. Step out ahead 
of competition with VOSS. Write 
today for VOSS Sales Plan of 
Profit. 











tio® 
{ere nan’ 








Floyd Gregg, superintendent 
of home laundry equipment 
manufacture, Fairbanks-Morse 
Home Appliance Division 


Jack Clemons, home laundry 

specialist, Chicago area, G-E 

Appliance and Merchandise 
Department. 











New Pasitions of the Month 








Fairbanks Morse 


Mr. W. Paul Jones, general manager, 
Fairbanks-Morse Home Appliance Divi- 
sion, Indianapolis, Indiana, announces the 
appointment of Mr. Floyd Gregg, as su- 
perintendent of home laundry equipment 
manufacture, under Mr. Louis Boji, gen- 
eral factory superintendent. 

Mr. Gregg, with a background of 24 
years in the washing machine field, is 
well known throughout the industry as 


an engineer and manufacturing specialist. | 


Mr. Jones, in announcing the appoint- 


ment of Mr. Gregg, stated that this is one | 


of the steps in the Fairbanks-Morse ex- 
pansion program, necessitated by the fast- 
increasing demand for new washers and 
ironers, recently announced to dealers 
throughout the United States and expoft 
markets. 


Virginia Public Service 


Aggressive leadership in the electrical 
merchandising field has earned for E. T. 
Moore, for 63 years new business manager 
for Florida Power corporation, not only 
an enviable record but also a similar posi- 
tion with a larger utility. On August 1, 
Mr. Moore becomes new business man- 
ager of the Virginia Public Service com- 
pany with headquarters at Charlottesville, 
Virginia. 

Born in South Carolina, Mr. Moore 
earned his B.S. at The Citadel, class of 
1923. On November 1, 1930 he went to 
Florida Power corporation in St. Peters- 
burg and became merchandise manager 
for the company’s St. Petersburg district, 
later being appointed as new business 
manager for the entire system. 





G-E 


Jack Clemons has been appointed spe- 
cialist for the Chicago area in all prod- 
ucts of the General Electric home laundry 
equipment section, and will make his 
headquarters with the G-E Appliance and 
Merchandise Department in Chicago. Mr. 
Clemons was formerly associated with 
the Royal Eastern Electrical Supply 
Company, New York, where he was as- 
sistant appliance sales manager and a 
leading prize winner in home laundry 
equipment sales contests. 


General Household Utilities 


Chicago—New officers of General 
Household Utilities Company were an- 
nounced by the board of directors at 
the conclusion of the regular monthly 
meeting July 7th. 

William C. Grunow, for the past five 
years president of the company, moves 
up to the newly created post of board 
chairman. Harry Alter, Sales Man- 
ager and prior to that a distributor of 
Grunow products for many years, be- 
comes president. 

Other officers elected were A. Dang- 
ler, Jr., vice president and treasurer, 
and T. E. Pegram, secretary. Dangler 
is associated with the Trundle Engi- 
neering Company of Cleveland. 

Harry Alter needs no introduction 
to jobbers and dealers in the appliance 
field. Far from being old in years, 
Harry.is one of Chicago’s three pioneer 
radic distributors and the Harry Alter 
Company, now under the supervision 
of his brothers Arthur and Irving, has 
grown to be numbered among the most 
successful in the industry. 








E. T. Moore, 
manager, Virginia Public Ser- 


new business 


vice Company, headquarters 
Charlottesville, Virginia. 
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Harry Alter, former sales man- 
ager now president, General 
Household Utilities, Chicago. 
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Proctor & Schwartz 


Proctor & Schwartz Electric Com- 
pany, Philadelphia announces the ap- 
pointment of two home_ economics 
demenstrators to their staff: Mrs. Ann 
Larsen, 1250 Acoma Street, Denver, 
Colorado, and Mrs. Genevieve Clipper, 
2625 W. Columbia Avenue, Philadel- 
phia. 





POWERED 


Washing 


Machines 


BETTER TO SELL 
BETTER TO BUY 


; Those who sell appliances and those 
who buy them prefer Sunlight 
motors for the same reasons— 


General Household Utilities 


Sidney L. Arneson has been ap- 
pointed assistant sales manager of 
General Household Utilities Company, 
according to an announcement made by 
Harry Alter, the company’s president. 






























4 Mr. Arneson has been identified with 
Wm. C. Grunow in various capacities 
Q for the past fifteen years. In his new 


position he will assist Mr. Alter in 
the direction of sales for Grunow ra- 
dios and refrigerators. 


Whiting 





C. M. Lewis, for many years asso- 
ciated with the retail coal and domestic 
heating business, has been appointed 
western zone manager for the Stoker 








tS Jivision of the Whiting Corporation. because they give silent, trouble- 
spe- i His appointment was prompted, free, dependable performance. 
prod- = Whiting officials pointed out, by his 
indry i many years of experience with home- 
> his heating equipment and problems. 
e = ‘ As zone representative for the com- 
. vith Z pany his territory will include the 
= : Rocky Mountain district, east as far To dealers, Sunlight motors as- 
upp!) as Omaha, Nebraska, and St. Joseph, 2 ¢ : 
S$ as- At sure minimum warranty service, 
ne In this area he will be in constant buyer confidence and satisfied 
, : contact with Whiting distributors, and customers. 
through them with Whiting dealers for 
the purpose of promoting their stoker 
sales and maintaining close touch with 
— the factory at Harvey, Illinois. For customers, Sunlight motors 
e an- * provide economical, quiet and de- 
nthly | | pendable operation. 
‘ Apex 
t five 
10Vves ; H. F. Costello and Donald D. Napier 
yoard i have joined the sales force of Apex 
Man- ‘ Electrical Manufacturing Company, 
or of Cleveland, Ohio, Charles W. Smith, 
3, be- General Sales Manager, announced 
today. 
Jang- Costello will do special sales work 
act in the East under J. M. Michael, Apex 
Rect. Eastern Division Manager. 
"en Napier has been appointed Apex 
iction { District Manager in the Minneapolis- 
Ramee St. Paul territory, succeeding Scott C. 
years Rexinger, who has been promoted to 
oneer the Chicago office. 
Alter Mr. J. J. Anderson, Apex District Ps ; : 
vision Manager of Florida, has been transferred The answer is simply this: Sunlight 
ry, has to the Columbus, Ohio territory. . 
most Scott C. Rexinger, until recently Dis- motors are better, because Sunlight 
trict Manager in Minneapolis, Minn., has makes them better. With all the 
been promoted to the Chicago office as 
District Manager, serving Chicago and experience of 22 progressive years 
a surrounding territory. P ~ . 
W. J. Crossley has been appointed Dis- in the industry—with the great 
trict Manager for Apex in Tennessee. sts4s 
Crossley has had wide and varied experi- resources and research facilities of 
ence in the appliance field. He was one General Motors at its command— 
ot the old-timers with the Apex retail 
sales force and later became Apex whole- Sunlight leads the field. Important 
sale salesman in North Carolina. He f P é 3 : 
esverne to Apex after eight years of innovations in switch design, 
absence. 


rubber mountings, bearings arid 
lubrication—developed in the 
Sunlight factory—prove this claim. 
That is why wise dealers, like wise 
buyers, prefer Sunlight motors. 


Kelvinator 


_ Mr. W. A. Stevens, formerly Serv- 
ice Manager of R. F. Trant and Com- 
pany, Frigidaire Distributors with 
headquarters at Norfolk, Va., has been 
appointed Manager of the Service and 
Installation Department and of the 
Engineering Department of the Balti- 
more Factory Branch, Kelvinator Divi- 
sion, Nash-Kelvinator Corporation 
with headquarters at numbers 1426- 
1432 N. Charles St., Baltimore, Md. 
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WESTINGHOUSE OPENS INSTITUTE 
IN DEPARTMENT STORE 


















Kitchen planning and laundry planning institute at Boggs and Buhl department 
store, Pittsburgh. 


PITTSBURGH—Pittsburgh has been 
selected for the location of the first com- 
plete kitchen and laundry planning insti- 
tute of the Westinghouse Electric & Man- 
ufacturing Company. 

The institute will provide a free plan- 
ning service for both new and remodeled 
kitchens and laundries with such service 
provided by officials of the Westinghouse 
merchandising department. 

Located in the first floor of Boggs & 
Buhl’s department store, the institute’s 
headquarters will serve as a working ex- 
hibit of the modern engineered kitchen and 
its companion workroom of the home, 
the laundry. 

Engineers who design and build elec- 
trical equipment for homes and apart- 
ments have developed plans to properly 
install them with respect to accessory 





equipment. Judicious use of color, ade- 
quate lighting and proper location re- 
sults in efficient use of the equipment. 
Plans so developed are applicable to both 
new and modernized rooms and all types 
and sizes of rooms have been considered 
in the various lay-outs available. 


The institute will be maintained as a 
‘service center” for problems pertaining 
to the planning of efficient workrooms in 
homes and apartments and, in addition, 
will serve as a clinic for domestic elec- 
trical appliances. 


‘ 


So great has grown nation-wide inter- 
est in properly planned kitchens and laun- 
dries that Westinghouse has responded 
with this institute to provide plans and 
estimates for those who seek advice on 
these problems. 





NEW ; PLANT AND FIRST PRODUCT 
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General Electric officials with the first G-E washer to be built in the company's 


new factory in Bridgeport, Conn., as it rolls off the production line. 


The new 


plant houses all facilities of the home laundry equipment division, from blue- 


prints to storage space, and is the largest of its kind in the east. 


David Hays, commercial engineer; 


Left to right: 


C. K. Skinner, managing engineer; Ralph 


Brown, G. E. Supply Corp., and John Wicht, manager of home laundry equipment 


sales. Note the pleased expressions. 
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EASY TRAILER AT WORK 







Interior of one of the fleet of Schelbro Trailer Coaches, operated by Easy 


Washing Machine Corp., Syracuse, N. Y. 


Easy Nebraska Field Salesman, W. E. Biddinger, is demonstrating the washer 


to a dealer prospect. 


M. Batzer of the Easy Sales department has this to say regarding the Easy 


Schelbro fleet: 


“These trailers are owned by the factory and are used in connection with pro- 


motional and sales work in the various distributors’ territories. 
Both our field men and distributors feel that 


primarily in 





4, 
Pp new 


They are used 


we are able to get considerable more attention from the prospective dealer for 
the necessary demonstrations and sales presentation without the usual interrup- 
tions that are encountered in the dealer's store. 

“Of course, the salesman has the added advantage of having the actual mer- 
chandise on hand to show and demonstrate to the prospective dealer which is 
far more convincing than the usual pictures in a catalog.” 





ELECTRIC FARM FOR 
WORLD'S FAIR 


NEW YORK—Plans are finished for the 
most completely electrified farm in the 
world, which will be on display at the 
New York World’s Fair in 1939. The 
architectural firm of Harrison & Fouii- 
houx has been engaged by the World’s 
Fair Committee of Edison Electric Insti- 
tute to design and supervise construction 
of an electric farm as part of the exhibit 
of the country’s electric light and power 
companies. 

“The electric farm will show every 
conceivable farm and home operation 
which electricity can perform,” Mr. Har- 
rison said in announcing the Committee’s 
plans. “It will present a dramatic demon- 
stration of the opportunities which electri- 
cal equipment offers for a vastly higher 
standard of living on the farm, an im- 
proved social status for the farmer and 
the members of his family, and a release 
from the back-breaking drudgery with 
which farming has always been identified.” 

The electric farm demonstration area 
will comprise 32,400 square feet in the 
Shelter Section of the Fair. In addition 
to this, the electric companies will show 
in another area, elsewhere at the Fair, the 
newest industrial and commercial appli- 
cation of electricity. 

In order that the farm may be in full 
operation when the Fair opens, the build- 
ings will be completed, livestock installed 
and farming operations commenced 
months in advance of the Fair’s opening 
date. 

The barns will be fully electrified, from 
the electric screens which will keep out 
insects to electric hoists and carriers for 
hay and grain. Machinery in the dairy 
will be operated by electricity throughout, 
and will include an air cleaner, water 
cooler, cream separator, tester, pasteur- 
izer, milk irradiator and bottler. The 
garage will have an electric door opener 
and burglar alarm. The shop and utility 
room will have a full assortment of ma- 
chine and woodworking tools such as are 
needed on every farm, all operated elec- 
trically. 

The farm home will be completely 
electrified. It will include an all-electric 
kitchen and laundry, the latest in modern 
lighting, and dozens of smaller electrical 
household appliances which help to raise 
the living standard in any home. It will 
provide ample demonstration facilities. 
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ELECTROMASTER SET UP 





R. B. Marshall 


DETROIT —“Recent acquisition by 
Nash-Kelvinator Corporation of 55 per 
cent of the common stock of Electromas- 
ter Inc. will make no change in the man- 
agement or policies of Riscivemnstte 
according to an announcement made by 
George W. Mason, President of Nash- 
Kelvinator Corporation. “The manage- 
ment, policies, and practices of Electro- 
master will remain the same. 

“Electromaster will continue to pro- 
mote its own business of making and dis- 
tributing nationally the Electromaster 
line of ranges and water heaters. In 
addition, it will continue to manufacture 
electric ranges for Kelvinator. 

Marshall, President and Gen- 
eral Manager of Electromaster for the 
past four years will continue in active 
charge of all of the Electromaster com- 
pany affairs. Nash-Kelvinator will be 
represented by two directors on Elec- 
tromaster’s Board of seven. 

“We consider our holdings in Electro- 
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| master as a sound investment in the 
| electric range industry which is re- 
| sponding to increased public demands.” 
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PRESENTS ITS LATEST ACHIEVEMERT 


NESCO 


ELECTRIC 








(friccule 


The original electric roaster — NESCO — contin- 

ues its flight of leadership. Today it’s the NESCO 

BROILER-GRIDDLE . . . adding new thrills to the 
famous NESCO ROASTMASTER. 























The BROILER-GRIDDLE boasts an advanced 
achievement in practical design. It broils and fries 






faster. Costs less to operate. Challenges any other 
make to equal its griddle surface. Prides itself on 

an exclusive cast aluminum construction. Plus 
many other outstanding features. 








The sky’s the limit for sales and profits with the 
NESCO ROASTMASTER and BROILER-GRIDDLE 
to lead the way. Dealers by countless thousands 
are cashing in on NESCO leadership — NESCO 
originality — NESCO popularity, because NESCO 
was first to manufacture and present to the house- 




















wives of America electric roasters. NESCO’S 
many exclusive features will continue to influence 
customer preference. NESCO can make money 


for you. Get the details now. <0 ot ' , 
NATIONAL ENAMELING Wapteee 
AND STAMPING COMPANY ‘wy 
Electrical Division, Executive Offices: VA 
270 N. TWELFTH STREET MILWAUKEE, WISCONSIN 


Factories and Branches: Milwaukee—Chicago—New York—Baltimore 
Philadelphia — Granite City, Illinois — San Francisco — Dallas 
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WORLD'S LARGEST MANUFACTURER OF HOUSEWARES SQ TINWARE + GALVANIZED WARE » ELECTRIC 


INCLUDING ENAMELED WARE » JAPANNED WARE* |) Vis \\\\ 2 tT 2 pty [EY] APPLIANCES © KEROSENE RANGES AND HEATERS 
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American Beauty 





APEX ANNOUNCES WINNERS IN 
MAY WINDOW DISPLAY CONTEST 








WASHERS e« IRONERS 


The line 


women 
talk about! 


BETTER BUILT— 
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Quality It's Easy to Show! 


Whenever women talk about a washer the 
way owners praise American Beauty, it 
means money in the pocket for American 


Modern, last-minute 
styling—stunning new 
beauty that women de- 
mand! 


* 


Improved ‘Triplex’ 
agitator that provides 
the world's finest wash- 
ing action, 


* 


“Easy-Touch" Safety 
Wringer — convenient 
release stops both rolls 
at a “feather touch." 


* 


A complete line of 
both electric and gaso- 
line motor powered 


models. 
* 


Sealed gear case—'u- 
bricated at the factory 
—requires no olling. 
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Beauty dealers. 


The hundreds of women who KNOW that 
American Beauty gives more for the 
money, that its brilliant performance gives 
real satisfaction, that it is easiest in the 
world on clothes—these women sell Ameri- 


can Beauty for you. 


There's quality you can see—performance 
easily demonstrated. Why not send for 
complete FACTS about AMERICAN 
BEAUTY and its greater profit possibilities? 


Improved “Tripiex" agita- 
tor washes clothes the full 
depth of the tub—cleanses 
the whole load. 


“Easy-Touch” Safety 
Wringer that women really 
wont ... no other wringer 
like it. 








GETZ WASHER CO. 


037 Walnut Street 


Morton, Illinois 


(Above) Judges for 
the Apex Window 
Display Contest. J. 
Fred Stephens, Jr., 
Apex sales promo- 
tion manager, Lee 
Wood, Bark Mel- 
drum, and Joe Few- 
smith of Meldrum 
and Fewsmith, Inc,, 
Apex ad agency. 


(Right) First prize 
in Group B. Won 
by The Apex Store 
of Kalamazoo, Mich. 




























thousand 
Apex appliance dealers scattered through- 
out the nation competed in the Apex 
window display contest conducted by Apex 
Rotarex Corporation of Cleveland during 
the month of May. Cash prizes totaling 


CLEVELAND— Over a 


$500 were offered by Apex to display 
men installing the most attractive sales- 
influencing displays. Three days were 
required by the judges to compare and 
analyze the huge number of photographs 
submitted by contestants before the final 
winners were selected. 

Apex appliance dealers were divided 
into two classifications, the first group 
comprising department stores and larger 
dealer stores employing professional dis- 
play men, while the second group con- 
sisted of the smaller dealers. 

Judges for the contest included J. F. 
Stephens, Jr., Apex Director of Advertis- 
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(Above) Display of Wm. H. Block 
Co. of Indianapolis, first prize 
winner of Group One, 


(Left) Sales promoter Fred Steph- 
ens hands Sam Brown, Cleveland 
district manager, prize check for 
having obtained largest number 
of window installations in  indi- 
vidual territories. 


ing and Sales Promotion, Barclay Mel- 
drum, Joseph Fewsmith, and Lehman 
Wood of Meldrum and Fewsmith, Inc., 
Apex advertising agency. 

First prize of $100 in group one was 
awarded to A. T. Roeder, display direc- 
tor of the Wm. H. Black Company ot 
Indianapolis, while first prize in group 
two was won by T. J. Simmons, store 
manager of the Apex store at Kalamazoo, 
Michigan. 

Other prize winners in group one were 
McAlpin’s, Cincinnati, A. . Houck, 
Buffalo, Redlick Newman Furniture Co., 
San Francisco, W. N. Cardoza Furniture 
Co., Minneapolis. Successful contestants 
in group two were J. R. Westbrook, 
Riverside; Cal., Oklahoma Tire & Sup- 
ply Co., Oklahoma City, Kroungold’s Fur- 
niture Co., Philadelphia, and Rex Electri- 
cal Appliance Company of Newark, N. J. 
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NEW 
DISTRIBUTORS 





Apex 





Charles W. Smith, General Sales Man- 
ager, Apex Electrical - Manufacturing | 
Company, Cleveland, Ohio, has appointed | 
four new distributors to handle Apex | 
Electrical Appliances. | 

The Huntington Wholesale Furniture | 
Company of Huntington, West V irginia, 
will serve the Tri-State Section of Vir- 
ginia, West Virginia, and Ohio. 

J. W. Holman & Company, Middle- 
town, Ohio, has been appointed to serve 
Butler, Warren and Clinton Counties in 
Ohio. 

The K K Company of Holdrege, 
Nebraska, has been assigned the state of 
Nebraska. 

E. A. Hudson Furniture Company, 
Houston, Texas, will serve as distributor 
for Houston and surrounding territory. 


Fairbanks-Morse 


Mr. W. Paul Jones, General Manager 
Fairbanks-Morse Home Appliance Divi- 
sion, announces the appointment of 
Brown-Camp Hardware Company, Des 
Moines, Iowa, as distributor for Fair- 
banks-Morse Radios, Refrigerators, and 
Home Laundry Equipment in Des Moines 
and 79 counties. 

Also the appointment of : 

O. S. Stapley Company, Phoenix, 
Arizona, as distributor for Fairbanks- 
Morse Radio in the state of Arizona. 

Motor Hardware & Equipment Com- 
pany, San Diego, California, as distributor 
for Fairbanks-Morse Radios, Refrigera- 
tors, and Home Laundry Equipment in 
the counties of San Diego and Imperial | 
in California. 

Radio Electric Service Company, Balti- 
more, Maryland, as distributor for the 
Fairbanks-Morse Radio line in Baltimore 
and trading area. 

Saginaw Distributing Company, Sag- 
inaw, Michigan, as distributors for Fair- 
banks-Morse Radios, Refrigerators and 
Home Laundry Equipment in north- | 
eastern Michigan. 


C and B Distributing Company, Peoria, | 
Illinois, under the management of Caeser 
Klaus, Jr., and Benjamin Klaus, Distribu- 
tors for the Fairbanks-Morse Radio line 
in Peoria and Central Illinois. 

C, M. McClung and Co., Knoxville, 
Tennessee, distributors for Fairbanks- 
Morse Radio line, in addition to Fair- 
banks-Morse Refrigerators and Home 
Laundry Equipment, which this firm has 
been successfully distributing in the past. 

In commenting on these additions to the 
Fairbanks-Morse Distributing list, Mr. 
Jones stated that “the new lines of Con- 
servador Refrigerators, Turret Shielded 
Radios, and distinctively styled Washers 
and Ironers were rapidly being accepted 
by the public and that all sales quotas 


to date were being exceeded by wide 
margins.” 








Horton 


Shadbolt & Boyd Co., Milwaukee, has 

come distributor for Horton Kleen- 
Zoning Washers and Beauty-Aid Ironers. 
Shadbolt & Boyd Co. is one of the oldest 
and best known wholesale firms in the 
Middle West. Founded in 1863, the com- 
pany recently moved into a spacious five- 
story building occupying almost half a 
city block. 

A staff of six outside specialty sales- 
men will call on retail dealers in the 
forty-eight Wisconsin counties serviced by 
Shadbolt & Boyd Co. These men will be 
under the supervision of Arthur C. 
Schleiger, manager of the electrical mer- 





chandise department. 
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RHYTHM 


WHACK! And down the fairway flies the ball, straight and far—if he 
who swings the club has rhythm—that smooth co-ordination of mind 


and muscle. 


Around our place we have few, if any, of these rhythmic swingers. Still, 





there is a rhythmic rumble in our rolling mills, and in the purring growl 
of the bull-blocks—as miles and miles of Chromel wire are squeezed and drawn to size. 
Also there is smooth co-ordination from the top to the bottom of our pay-roll. Men, who’ve 
worked together for 15 to 30 years, come to understand each other, and their jobs, as well. 
. . . These things are told, not to glorify ourselves, but to try to convince you, that in 
our Chromel heating element wire, you may safely put your trust. If you sell or use electric 
heat, or make heating devices, Chromel will serve you well. . . . For technical data on 


Chromel, ask for Catalog-K. . . . Hoskins Manufacturing Company, Detroit, Michigan. 
\\" oy da ail NY \ 
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HROMEL 


THE WIRE THAT MADE ELECTRIC HEAT POSSIBLE 
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air conditioning 
is here! 


66 Right now the air-conditioning industry is on its way 
up. Some people think it has already gone pretty 
far toward its peak, but I say it is only at the begin- 
ning of the curve. We have air-conditioned our 
theatres and department stores, but we haven't 
really begun to apply air-conditioning to the homes. 
I look forward to the time when homes will have 
double windows, kept shut to insulate the interior 
from heat and cold; all the air will come through an 
apparatus that will keep the temperature and humid- 
ity comfortable all year round for what it now costs 
to heat a house in Winter. There you have a tre- 

mendous new industry. > 





Charles F. Kettering in the 
New York Times, July 25, 1937 


HO is going to sell this great and growing home 

market? How will the merchandise—(for air- 
conditioning is now in the merchandise class)—be 
sold to these home owners? 


The answer is: the electrical appliance industry. 
Why? Because air-conditioning is no different in 
principle than refrigeration or automatic heating. 
And history proves that behind the progress made by 
every modern electrical improvement for the home, 
—whether for cooking, laundering, cleaning or heat- 
ing, are the “spark plugs of selling and servicing” — 
the electrical appliance distributors and dealers. 


Electrical Merchandising has consistently and 
continually fostered the development and sale of all 
of these things. It is only natural that it should 
sponsor home air-conditioning (as well as commercial 
and industrial types)—and urge its sale and installa- 
tion through the established, worthwhile electrical 
outlets such as the light and power company, the 
electrical dealer, contractor-dealer, and the specialty 
distributor. They are the ones who put the selling 
spark in refrigeration, in automatic heating—they are 
the ones to speed the merchandising of residential 
air conditioning. 


To further this progressive development, begin- 
ning with this number Electrical Merchandising inaug- 
urates its special Air Conditioning Section... 
dedicated to the advancement of air conditioning in 
general, and in the residential field, in particular. 
Here will be the meeting place of manufacturer, 
distributor, salesman and serviceman. 


This section presents a real opportunity for the 
manufacturer of air-conditioning equipment and 
supplies to place his sales story before these “spark 
plugs” of the electrical appliance industry—effec- 
tively and economically. 


ELECTRICAL MERCHANDISING 


A McGRAW-HILL PUBLICATION 


330 W. 42nd St. New York City 






(*) In the past few years Electrical Merchandising has run over 2,000 column 
inches of editorial text on air conditioning, in addition to hundreds of items 
on new products and literature in this field. 
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Signing: of first contract by Westinghouse Electric and Manufacturing 
Company for exhibit space in a building to be erected by the New York 
World's Fair 1939. Seated, in the photograph are Grover Whalen, presi- 
dent of the Fair Corporation, and D. S. Youngholm, vice president of 
Westinghouse. The contract calls for 10,922 square feet of space and a 
check for $152,908 was handed to Mr. Whalen by Mr. Youngholm. Stand- 
ing are E. H. Sniffen, assistant to the vice president and J. F. O'Brien, 
director of promotion of Westinghouse; and W. Earle Andrews, general 
manager of the Fair. 





“More Power To You!" is about what Grover Whalen (left), president 
of the New York World's Fair 1939, and Charles W. Appleton, vice presi- 
dent of the General Electric Company are saying to each other here. Mr. 
Appleton has just signed a contract for 68,339 square feet of exhibit space, 
at the cost of $34,689.30, on which General Electric will construct a build- 
ing dedicated to the story of electric power in the “world of tomorrow." 
The company also purchased $250,000 worth of World's Fair bonds. 





BIGGEST PLASTIC 


















T. E. Giblin, Plastics Department, General Electric Co., holds the smallest and 
largest of the Wakefield Commodore reflectors developed. This big Wakefield 
reflector is twice as large as any other plastic molding ever made for lighting 
purposes. 
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BRIDE'S SCHOOL 
BRINGS OUT 1,000 


PORTLAND, ORE.—Some 1,000 wo- 
men, about 60 per cent of them brides or 
brides-to-be, attended the four-day Bride’s 
School which was a timely event recently 
featured by the Meier & Frank Company 
of Portland, Oregon. The school covered 
such subjects as “Entertaining the Bride”, 
“The Bride Learns to Cook”, “Good 
Meals for Two” and “The Bride Cooks 
Dinner for Her Mother-in-Law”. Prizes, 
which inciuded an 11-tube radio and an 
LE.S. floor lamp, were given for the 
oldest and most complete bridal costume 
displayed. The program was given a 
dramatic interest by the use’ of two 
ranges, a modern one and one of the old 
style, which was presided over by a cook 
in old fashioned gingham dress. Identical 
menus were prepared on each range, the 
convenience and economy of the “modern 
way” being apparent to all who witnessed 
the event. Among the helps given to the 
brides to take home was a carefully pre- 
pared list of the necessary equipment for a 
kitchen, both in appliances and foodstuffs. 
Miss Iren Kerr, director of Meir & 
Frank’s Home Service Department, was 
in charge of the event. 

On exhibit at the same time was the 
“Bride's House”, an adaptation of the 
model house which is on exhibit in the 
store’s auditorium. Miss Kerr has her 
office in the hallway entrance of this house 
while it is on display, being on call for 
the giving of advice to any who need 
assistance in household affairs. Miss 
Kerr has won a permanent place among 
the women of Portland, many of whom 
come to her for counsel whenever a 
household purchase of any importance is 
to be made. More than one bride has 
outfitted her entire home with Miss Kerr’s 
aid. She does not attempt to tie a sale to 
the advice she gives, but of course the 
results of her assistance have been felt in 
many of the store’s departments. The 
women come in themselves to report. 
“T have everything in the kitchen now but 
the electric range,” one of them will tell 
her,” and I’m on my way downstairs to 
get that now.” Nor are her clients con- 
fined to the feminine sex. She reports 
having recently persuaded a man who 
came in for advice on heating that he 
would receive better results from the in- 
stallation of an oil burner than from the 
old fashioned coal furnace he had con- 
templated. The oil burner, incidentaly, 
he purchased at Meier & Franks. 

Cooking Schools, which are held peri- 
odically, featuring subjects appropriate to 
the season, are now held in the auditor- 
ium, where adequate facilities for seating 
can accommodate more women than was 
possible when the gatherings were held in 
the main appliance department. 





HERMAN NELSON'S 
NEW OFFICES 


CHICAGO—The Herman Nelson Cor- 
poration, manufacturer of heating, venti- 
lating and air-conditioning equipment, has 
recently opened a new suite of offices on 
the fourth floor of the Michigan Square 
Building, 540 North Michigan Avenue, 
Chicago. 

All products of The Herman Nelson 
Corporation are on the floor of the large 
display room. The effective use of 
murals, mirrors and simple color contrast 
form the background for the display of 
products. Among the units displayed are 
the Herman Nelson Oil Burning Air- 
Conditioning Furnace, Conversion Oil 
Burner, Oil Burning Boiler, Coal Burn- 
ing Air-Conditioning Furnace, Automatic 
Stoker and Self Contained Cooling Unit. 
In addition to these units for the domestic 
market, the display includes other Her- 
man Nelson products for the school and 
industrial fields. 








Shoppers Come Back to 
Barton Dealers ... and BUY 





Women usually want their 
dollar’s worth when they buy 
—women are also interested in 
saving time —and they are 
proud of “white” clothes. 
Barton Washers give them 
good extra value per dollar— 
save washing time and the ex- 
clusive patented water action 


also results in more thorough 


washing and “whiter” clothes. 





“The Patented Water Action — ‘1710 Extra Water 
Currents a Minute’ properly explained and easily 
demonstrated to a prospect, creates a desire which 
no competitive washer can satisfy. 


“We find that seven out 
of ten who leave our 
store to shop elsewhere, 
return to buy Barton, 
and needless to say, our | 
unit profit is better be- 
cause of the logical rea- 
sons offered for buying 
better models.” 


PAUL FISCHER, 
Mgr. Empire 
Radio Stores, 

Milwaukee, Wis. 



















Explain Barton Features 
From the Customer's 
Benefit Standpoint 


Barton features are demonstrable 
—the prospect will remember 
them if they are explained to 
bring out how she benefits . . . 
Since no other machines have 
similar exclusive features—a big 
majority (7 out of 10) of those 
who shop around come back to 
the Barton Dealer and BUY. 


It will pay you to be the Barton 
Washer Dealer in your locality— 
Write for our merchandising story 
. . . THE BARTON CORPORA- 
TION, West Bend, Wis. 





‘1710 EXTRA WATER 


CURRENTS PER MINUTE’ 
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Marion 


EXTRA VALUE 
POPULAR PRICE_4 


Mean Mere 


L. E. LeVee, in charge of the manufacture and distribution of Apex 
appliances through Apex Vactric, Limited, of London, England, and Wil- 
liam C. Pegley, a director of Apex Vactric, photographed on ship-board 
as they prepare to return to England after a visit to the Apex factory 
and headquarters in Cleveland, Ohio. 

@ Compare Marion in every detail—ap- 
pearance, performance, worthwhile fea- METERED SUNTAN 
tures— with electric ranges that sell for much 
more. Then you will know why dealers are | : sh 
selling more Marions in today’s rapidly hee. 34 ct 
growing market. : 
With a minimum stock investment Marion 
dealers meet every sales opportunity, through 


MARION ari 4 ; : 
Marion’s optional and interchangeable 


design and convenience features. 


Smart, streamlined beauty attracts pros- 
pects to Marion ranges—readily proven extra 
value closes the sale. Write now for details 
—without obligation to you. 


RUTENBER ELECTRIC COMPANY 


MARION, INDIANA 


MANUFACTURERS OF ELECTRIC RANGES Continuously FOR 25 YEARS 


; 
’ 
we 


Rochelle and Lola, duo-pianists on Phil Spitalny's all-girl band heard on 
the “Hour of Charm," take the guesswork out of sunbathing by means of 
an ultraviolet meter, developed by Dr. Matthew Luckiesh and A. H. Taylor 
of the General Electric Lighting Research Laboratory. 

This new device employs a photo cell which responds only to that band 
of wave-lengths in the sun's spectrum which causes sunburn. In operation, 
this cell, when exposed to sunlight, passes a small current which in turn 
clocks a counting relay of e-viton, which is a unit of ultraviolet producing 
the minimum perceptible erythema. The counting continues as long as the 
meter is exposed, measuring the sun's rays by the spoonful. 


SAMSON-UNITED GOES TO A PARTY 


: ¢ J : 
The trade mark NICHROME >» well known throughout ’ 


the world, it is frequently used to identif any NICKEL 


in = 
CHROMIUM resistance y v4 


Since only DRIVER-HARRIS makes NICHROME 


-* 


your orders “To be equipped with the Driver-Harr Following the semi-annual Sales Convention, June 24th through the 26th, 

alloy ‘NICHROME President A. O. Samuels entertained with a lawn party at his country 

estate. Camera—Bottom row, left to right—Jack Schenberg, Merchan- 

dising Director; R. Bennett; C. Goss; G. Yeoman; J. Sweet; G. Heflin; 

ad C. H. Stephens, Treasurer. Middle row—R. Keiser; G. Beaudoux; W. 

Martin; H. L. Samuels, Vice-President; A. O. Samuels, President; C. Win- 

ters; M. Strassburg; C. Martin. Top row—S. H. Weinstein, Advertising 

Manager; R. Zeusler; R. Ormerod; B. Dinkelspiel; O. MacCarthy; W. 
Lawton; H. Skinner. 


DRIVER-HARRIS CO., HARRISON N. J. 
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BUFFET ENTERTAINING 
TO BE FEATURE 
IN OCTOBER 


NEW YORK—tThe steadily increasing 
trend toward buffet entertaining will be 
officially recognized in October, C. E. 
Greenwood of Edison Electric Institute 
announces that the Electrical House- 
wares Program has designated October 
as ELECTRIC BUFFET ENTER- 
TAINING MONTH. 


“The popularity of buffet entertain- 
ing has been increasingly accelerated,” 
Mr. Greenwood states, “by the newer 
developments in electric table appliances. 
They make this form.of hospitality both 
attractive and simple, and as pleasing to 
guests as it is to the busy housewife. 
To help the hostess to adapt new tech- 
niques to her own needs, the committee 
in charge of ELECTRIC BUFFET 
ENTERTAINING MONTH is prepar- 
ing a 32-page book of table settings 
and menus which make use of the dec- 
orative beauty of modern electric grills, 
toasters, buffet service, coffee makers, 
roasters and other electrical table ap- 
pliances.” 


ELECTRIC BUFFET ENTER- 
TAINING MONTH will be announced 
nationally in “Better Homes and Gar- 
dens,” with full-page space in two 
colors. Cooperating manufacturers will 
follow this page with individual adver- 
tisements of their own products. The 
book of menus for electric buffet enter- 
taining will be prominently featured in 
the. magazine’s “What’s New” page. The 
magazine will also include a special edi- 
torial on electric buffet entertaining and 
a double-spread in four colors illustrat- 
ing an exceptionally beautiful buffet table 
setting in which electrical table appli- 
ances will be featured. 


A contest will be sponsored on buffet 
table settings to be displayed either in 
the window or the interior of retailers’ 
stores. A prize will be awarded to the 
best table setting submitted by the Utility 
group, Department Store group and the 
group comprising other retailers. 


A Plan Book which explains the pro- 
gram for ELECTRIC BUFFET EN- 
TERTAINING MONTH is being pre- 
pared. It will describe and picture 
broadsides, newspaper advertising mats, 
stickers, posters, coun‘er cards and car 
cards, all of which will be available at 
production costs. Publicity releases are 
being prepared for local use. 


Nationally-known home economists who 
are experts in electric cookery have 
contributed scripts for radio talks to the 
portfolio of broadcasts which will be of- 


fered as an important part of the pro- 
gram. 


Dealers in electrical appliances who 
tie in with this national program will 
enjoy the full benefits of its nation-wide 
advertising and publicity, and the ac- 
celerated consumer interest which it gen- 
erates. In addition they may make full 
use of the effective point of sales pro- 
motional material which has been pre- 
pared. These materials may be ob- 
tained through the local electric utility 
company, through any of the cooperat- 
ing manufacturers, or from the Edison 


Electric Institute at 420 Lexington Ave- 
nue, New York. ; 


Manufacturers cooperating with Edi- 
son Electric institute in ELECTRIC 
BUFFET ENTERTAINING MONTH 
are American Electrical Heater Com- 
pany, General Electric Company, Hamil- 
ton-Beach Company Division of Scovill 
Manufacturing Company, Landers, Frary 

Clark, Toastmaster Products Division 
of McGraw Electric Company, Manning- 
Sowman & Company, National Enamel- 
ing & Stamping Company, Proctor & 
Schwartz Electric Company, Robeson 

ochester Corporation, Sdmson-United 
Corporation, Swartzbaugh Manufactur- 
Ww Company, The Silex Company and 


estinghouse Electric & Manufacturing 
Ompany. 











Ol’ —- A NEW KIND OF MERCHANDISER 


It’s Iluminated—Sells Clocks Day and Night 


General Electric leads the way again, with 
this newest of clock merchandisers. Its white 
columns and shining gold background with 
overhead lighting provide the perfect setting 


for the 


NEW 1937 GENERAL ELECTRIC CLOCKS 
Just select any eight of the models which 
make up the complete General Electric line, 


and get this merchandiser, free. Put it in 


your store or window, plug it in and 
let it sell clocks. All you have to do is 
change the clock model shown, whenever 


you see fit. 


Ask your distributor, today, about this new 
way to greater profit. We have made available 
to our distributors a plan which makes it 


possible to 


BUY NOW — PAY DECEMBER 10, 1937 


GENERAL (4) ELECTRIC 


Delf-Starling Clocks 
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what this tag means to your customers 


@ Paraon us, we mean the idea on the tag. 

Because none of the hundreds of Aluminum parts on the appliances 
and apparatus you sell actually bears this tag. It would please us no 
end if they did, but after all it wouldn’t be practical. 

We said hundreds of parts advisedly. Before we get caught up 
with the last use of Aluminum, some manufacturer has thought of a 
new place to use the lightness, or the heat conductivity, or the superior 
resistance to corrosion, of Aleoa Aluminum. 

Note well: there’s always a reason. The manufacturer has seen 
how one or more of these advantages of Aluminum will make his 
product better, i. e., easier for you to sell. 

That’s why we headline the letters i.m.o.a.; why we suggest the 
words it’s made of aluminum as a sound selling idea. Facts, reasons 
why, do sell goods. ALUMINUM COMPANY OF AMERICA, 2160 Gulf 


Building, Pittsburgh, Pennsylvania. 


ALCOA*-ALUMINUM 
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NEW DISTRIBUTORS 





Whiting 

The Graybar Electric Company, of 
Pittsburgh, has entered the stoker busi- 
ness and will be exclusive distributor for 
the Whiting Stoker for 24 counties in 
western Pennsylvania, 10 counties in 
eastern Ohio and 14 counties in West 
Virginia. 

In accordance with the distribution 
policy followed by the Whiting Corpora- 
tion’s Stoker Division, the Graybar branch 
will have full charge of appointment of 
dealers in the area and will maintain close 
relations with the factory in Harvey, III, 
through a factory zone manager for that 
part of the country. 

The Graybar branch will have a special 
department for selling stokers, it was an- 
nounced. This department will be man- 
aged by R. A. Bartley, who is also 
merchandising manager for all other 
products handled. 


Crosley 


The Appliance Sales Company, with 
offices and a modern warehouse at 522 
West Douglas, has been organized by 
Jack Hennigh, formerly manager in the 
Wichita territory for Spurrier’s, Inc., to 
be distributor for Crosley products in the 
Wichita territory, comprising the south- 
ern half of Kansas. E. T. Legg, formerly 
vice-president of the Stimpson Sales Cor- 
poration, for a number of years local 
Crosley distributor, is the representative 
of the new Appliance Sales Company. 
Mr. Hennigh is general manager. 

The Appliance Sales Company will dis- 
tribute Crosley Shelvador refrigerators, 
Savamaid washers and ironers, Crosley 
home and auto radios, Tung-Sol tubes, 
and other products. It has purchased 
from the Stimpson Company the Tung- 
Sol tube contract for the entire state of 
Kansas, as well as the Stimpson Com- 
pany’s radio. parts and service depart- 
ments. It has taken over the Stimpson 
organization personnel as well as a num- 
ber of employes of Spurrier’s, Inc., which 
has withdrawn from business in the 
Wichita territory. 


Morse Chain 


Hibbing, Minn. was proud to learn of 
one of its home boys making good when 
Sam Nides, Jr., formed Nides-Cloud, Inc., 
as a new Chicago distributor of stokers. 
With Mr. Nides are E. G. Cloud, George 
Meilinger and Harley Barry of Spring- 
field, Ill. All were formerly with R. 
Cooper, Jr. 

The new stoker distributor is housed 
at 420 N. La Salle Street, and handles 
the Templu, a stoker made by the Morse- 
Chain Company of Ithaca, N. Y. Six 
pages of advertising are being released 
during the coming season through Chicago 
newspapers. 





NEW CROSLEY 
DISTRICT MANAGERS 


The appointment of Erle F. Mor- 
ford and Herbert K. Sadler as district 
managers for the Crosley Radio Cor- 
poration is announced by Thomas W. 
Berger, general sales manager of the 
company. 

Mr. Morford will be in charge of the 
Pittsburgh and Cleveland territory. He 
will make his headquarters at Cleveland. 
He takes over the territory formerly 
handled by Don Crosby who has just 
been made manager of the Radio Div 
sion of the Crosley Radio Corporation. 

Mr. Sadler will cover New York 
State and’ make his headquarters at 
Rochester. For a number of years he 
traveled this territory for one of the 
leading makers of household appli- 
ances. 
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». "WHAT IS BAKELITE?" 

This question is answered in a 
new booklet, “The Versatile 
Service of Bakelite Materials,” 
just issued by Bakelite Corpora- 
tion. It traces the development 
of various Bakelite resinous ma- 
terials, discusses their general 
characteristics and properties 
and their applications. orth 
reading. 


2. ATLAS FOLDER HELPS SOLVE 
FLOOR PROBLEMS 


“Good Looking Floors and Good 
Showmanship” is title of illus- 
trated folder describing methods 
of solving floor problems and 
cutting maintenance costs. Pub- 
lished by Atlas Floor Surfacing 
Machinery Corp. and available 
to all dealers. 


3. MITCHELL PRESENTS NEW 
LINE 


The current catalog of Mitchell 
Mfg. Company displays color- 
fully an interesting group of new 
Mitchell lamps. In addition, 
there is a helpful merchandising 
booklet describing special pro- 
motional groups and reproducing 
ads the newspaper mats for 
which the company furnishes 
free. You'll want this combina- 
tion. 


4. "C.1L.T. AT WORK IN INDUS- 
TRY" 

A new live booklet which tells, 
in pictures, a part of the inter- 
esting story of C.I.T.’s (Com- 
mercial Investment Trust, Inc.) 
activities in financing the pur- 
chase of machinery and equip- 
ment. Emphasis is on the pic- 
torial, but the illustrations are 
backed by. facts and figures. 
Merchants and manufacturers 
contemplating expansion pro- 
grams will do well to look this 
over. 


5. “PIN-IT-UP" LAMPS 

The Railley Corporation has fea- 
tured its “Pin-It-Up” wall 
bracket lamps in the newly is- 
sued supplement to the com- 
pany’s Fall 1937 Catalog. The 
revised schedules of list prices 
and discounts make it impera- 
tive that you check this item if 
you want to keep posted on the 
Railley line. 


6. CONSUMER BOOKLET DE- 
SCRIBES PROCTOR & 
SCHWARTZ ROAST-OR- 
GRILLE 


Two of the highlights of this 
booklet are the Foreword writ- 
ten by Proctor & Schwartz’s Ed- 
ucational Director, Mrs. Mar- 
garet Burmister, and “Charting 
the Way to Delicious Cooking,” 
a novel chart which lists foods 


~ pare in the 
oast-or-Grille, preheating 
temperature, the time of cooking 


and the method of preparation. 
A of the booklet comes with 
each Model 101 Roast-or-Grille. 
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FREE SALES HELPS 


@ Knowledge is power —and good merchandising. No man can know too much 
about his merchandise — and about the literature and other sales aids pro- 
vided by the manufacturers to help him sell it. To keep posted, take advantage 
of the free sales helps listed on this and the following page. Circle the numbers 


of the items you want on the prepaid-return postcard—sign—detach and mail. 
You'll get full details free. 








7. BIRDSELL WATER FLEX SYS- 
TEM LITERATURE 


“The Biggest Washing Machine 
News In A Generation” is the 
title of new broadside being sent 
out by the Birdsell Corporation. 
The broadside, explaining how 
Water Flex works and _ the 
unique advantages it offers, 
paves the way for distribution 
of Birdsell Water Flex equipped 
washers in the fall. If you sell 
washing machines, this should 
be a “must.” 


8. DESCRIBES SUPERFLEX OIL 
BURNING HEATERS 


An attractive 16-page booklet, 
printed in four colors, has just 
been issued by the Perfection 
Stove Company. Perfection’s 
new line of heaters includes seven 
models, of which three are of 
the Heat-Distributor type. A 
new “heat projector” for use in 
stores, school rooms, assembly 
halls and large homes is also 
featured. Booklet is yours by 
checking this number on the 
card. 


9. BRIGGS REFRIGERATOR 
SALES MANUAL 


Johnson Motors has issued a 26- 
page illustrated “Sales Story” on 
the new Briggs Refrigerator. The 
illustrations and descriptions fol- 
low the making of the Briggs 
from blueprints to completed box. 
Dealers and their salesmen will 
find this chock full of sure-fire 
sales tips. 


10. RADOLEK'S FALL RADIO 
PART BOOK READY 


? The Radolek Company now has 


ready for distribution a new 164- 
page edition of “Everything in 
Radio,” parts book containing 
listings of new repair parts, test 
instruments, auto radios, home 
receivers, and public address 
equipment. The book is offered 
free to all dealers and radio serv- 
icemen, but the Radolek Com- 
pany asks that a letterhead or 
business card be enclosed when 
a copy is requested. 





Use this card to indicate 
sales helps you want. We 


one some re 
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11. BURGESS RELEASES NEW 
DEALER CATALOG 


The attractive 52-page dealer 
catalog of the Burgess Battery 
Company is comprehensive and 
complete. It covers dry bat- 
teries, lamps, flashlight cases and 
lanterns. It’s yours for the ask- 
ing—just check this number. 


12. MERCURY TUBE RELAYS 
AND SWITCHES SUBJECT OF 
HART MFG. CO. BOOK 


A valuable addition to your li- 
brary is this clear presentation 
of the uses of “Diamond H” 
Mercury Tube Relays and 
Switches. Besides list prices and 
other usual catalog material, 
there are extremely helpful dia- 
grams covering assembly of re- 
lays and switches, and the Hart 
Company has also included a 
technical but quickly understand- 
able discussion of the operation 
and mechanics of Mercury Tube 
Relays and Switches in general. 
This material, ready for your 
loose-leaf binder, will be sent on 
request. 


13. "DO YOU KNOW ALL THE 
ANSWERS?" ASKS DUO- 
THERM 


The Motor Wheel Corporation, 
maker of Duo-Therm Oil Burn- 
ing Appliances, both asks the 
questions and answers them in 
this new book. The movie-strip 


technique is used to carry 
through a model sale with the 
customer asking and the sales- 
man answering questions that 
may arise in selling Duo-Therm 
heaters. Good selling enuncia- 
tion to save sales which other- 
wise might be lost. Duo- 
Therm’s new catalog, also ready, 
has been prepared with the same 
thoroughness. Both books, to- 
gether with the latest issue of 
the “Duo-Therm News,” will be 
sent free if you use the card. 


14. FIRESIDE MANUAL BARES 
BIG CITY MARKET 


Calling attention to existence of 
sometimes unsuspected city mar- 
kets, the Lonergan Mfg. Com- 
pany’s new book defines markets 
and lists prospects for Fireside 
Oil Heaters, itemizes seling fea- 
tures, contains a model sales 
presentation, and illustrates and 
describes a varied group of 
dealer aids. Free. 


15. ELECTROL SPOTLIGHTS 
NEW MASTER CONTROL 


“The most complete control sys- 
tem ever perfected” is claim 
made by Electrol, Inc., for its 
new “Master Control.” Com- 
pany’s new book, Automatic Oil 
Heating—The Electrol Way, is 
well worth having. Circle this 
number on the card for your 


copy. 


MORE ON THE FOLLOWING PAGE 
Check the item you want on the reverse of this card. 
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16. LITERATURE ON NEW TIM- 
KIN PRODUCTS 

Two booklets, one on the new 

Model BAR-3 Oilboiler and one 

on the recently introduced Model 

FA Air Conditioning Oilfurnace 

are offered by the Silent Auto- 


matie Division, Timkin-Detroit this page — NOW. 





FREE SALES HELPS 


The dealer helps and literature itemized on these pages spell OPPORTUNITY. 
Cash in on It by checking, signing and sending the postcard at the bottom of 








Axle Company. Good items for 
aggressive dealers. 


17. CONSUMER BOOKLET PUB. 
LISHED BY BITUMINOUS 
COAL INDUSTRY 


National Coal Association and 
Stoker Manufacturers Associa- 
tion have cooperatively issued a 
new booklet, “Heat With Bitum- 
inous Coal—The Modern Elec- 
trical Way.” Addressed to home 
owners, it plugs automatic coal 
burners for home heating. 


18. HANDSOME WILLIAMS 
OIL-O-MATIC BOOK READY 
This new 78-page publication 
offers a sound discussion of auto- 
matic oil burners generally, and 
Williams Oil-O-Matic particu- 
larly. Special material on esti- 
mating oil consumption, fuel 
comparisons and requirements, 
effects of temperature variation, 
and a handy glossary of heating 
and ventilating terms makes this 
a dandy addition to your library. 

In addition, there is a colorful 
32-page consumer booklet, The 
Oilmatic Primer, which presents 
“dollar saving facts everyone 


20. FREED CORP. BULLETIN 


“Anthracite Industries Labora- 
tory Bulletin No. 27” issued by 
the Freed Corp. with the consent 
of Anthracite Industries, Inc., 
contains results of laboratory tests 
and investigations made for No. 
16. Model Freed Anthracite 
Burner. Prices and special de- 
sign features of other Freed 
models are also included. 


21. FOLDER FOR PRACTICAL 
24-HOUR RECORDING IN- 
STRUMENTS 


A straightforward story on Prac- 
tical Air Temperature Recording 
Thermometers and Electrical 
Operation Recorders. Contains 
brief explanation of instruments, 
list of users, special service fea- 
tures offered by Practical Instru- 
ment Co., and details of a special 
15-day trial offer. 


22. DRY ZERO SALES AID 


Aimed to “help dealers capitalize 
on the additional value Dry-Zero 
gives their refrigerators,” a new 


should know about oil heat,” and folder, How Dry-Zero Insulation 
a new book on air conditioning in your refrigerator saves you 
which, it is claimed, incorporates money every month in cost of 


operation, is available in quantity 
to refrigerator men handling the 
Dry-Zero line. A copy of the 
folder ((intended for consumer 
use) will be sent upon request. 


23. PROMOTIONAL MATERIAL 
OFFERED BY RENOWN 
STOVE COMPANY 


A new Cut Service Catalog (No. 
370) has been issued by the Re- 
nown Stove Company and will be 
sent together with a folder on the 
company’s lines of Triplex Oil 
Heaters to those who check this 
number on the card. 


some of the latest information 
on the subject. 

A check next to this number 
will bring you as much of this 
material as the Williams Oil-O- 
Matic Heating Corporation be- 
lieves will be of interest to you. 


19. ROYAL'S ELECTRIC DISPLAY 


P. A. Gier Co., manufacturer of 
Royal Electric Products, has a 
smart five-colored flashing dis- 
play for use in windows and 
stores. A check on the card will 
bring full information about this 
colorful point-of-sale item. 


MORE ON THE PRECEDING PAGE 





Check the item you want on this 
card — sign — detach and mail. 
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24. NEW ISSUE OF "“PERMA- 
FLECTOR NEWS" 
The most recent issue of the 
Pittsburgh Reflector Company’s 
house publication tells an attrac- 
tive pictorial of the “Permi- 
flectorization” the “The Fur 
Mart,” Pittsburgh fur 
store. Check this item, pithy and 
pointed, to have your name placed 
on the mailing list to receive this! 


25. SPEED QUEEN OFFERS SPE- 


CIAL FARM WASHER BOOK 
A new 16- 5x7§ in. consumer 
booklet ai directly at the farm 


washer market is available to 
chao for teckel tg. 
charge tor imprinting. 
No mailing lists or special mail- 
ing permits are needed when the 
company’s easy distribution plan 
is followed. A check on the card 
brings a copy of the booklet and 
complete information about this 
punchy little sales builder. 


26. WESTINGHOUSE AUTO- 
MATIC ELECTRIC WATER 
HEATER SELLING PLAN 


“Bag your share” is the theme of 
this big new book. The 12 giant 
pages tell vou how to “Pick your 
hunting ground, use _ special 
Westinghouse ‘pointers’ to flush 
and bring in the game,” and so on 
in Westinghouse Electric Water 
Heater Sales. An arsenal of sam- 
ple sales ammunition is included 
to help you plan your attack for 
more water heater business. Don’t 
miss checking this item. 


27. AUGUST ISSUE OF THE BO- 
DINE MOTORGRAM READY 


bi latest issue of this house 

features an article on the 
a haracteristics and Applications 
of the Polyphase Motor” which 
should be of special interest to 
engineers and service men. Check 
this number to have your name 
put on the mailing list. 


28. EDISON ELECTRIC INSTI- 
TUTE'S “ELECTRIC BUFFET 
ENTERTAINING MONTH” 


. 











30. PROCTOR APPLIANCE 
PROMOTIONS 


The particulars back of Proctor 
Electric Co.’s selling set-up for 
“Fall and Xmas business” can 
be had by checking this item, 
“ae A teresa agi: 


31. NEW ELECTRIC “PRESSER” 
PROPOSITION 

As featured in this issue, Em- 
pire Electric Co. will send sam- 
ples on memo of its new electric 
presser—a nationally advertised 
item. Particulars about product- 
sales plans, etc., to those who 
note this number on the card. 


32. LINK-BELT BOOK ON 
POWER TRANSMISSION 
PULLEYS 

The Link-Belt Company, Chit 

cago, has issued a new 8-page 

illustrated list price book on the 
subject of cast iron pulleys for 
power transmission. The book 
gives pertinent data on solid and 
split, and single and multiple 
arm machine-moled pulleys, with 

and without rubber lagging. A 

copy may be had on request. 


33. NEW G. E. PACKAGE 


Mazda bulbs are now being 
packed in a simple but smart car- 
ton designed and made by Gair 
Cleveland Cartons, Inc., Cleve- 
land. The design is in one color, 
powder blue, with a bulb design 
running over part of all the pan- 
els, thus giving identity from any 
angle. Valuable information is 
given the purchaser on the front 
flap, which tells the correct size 
bulb for various uses, and on the 
back is a bulb recipe chart, giv- 
ing full information on the styles 
and sizes for all the kinds of 
lamps used throughout a house, 


34. KELVINATOR'S SUMMER 
SALES ACTIVITY 
Kelvinator’s new summer sales 

activity program, which came if 

too late for review in the July 
papel edie progtiin, “roll 

program, “Profes 
sor Quiz,” and ties it in effec 
tively with current campaigns. 


35. BENDIX ANNOUNCES 
WASHER 


An important_new booklet de 
scribing the company’s new auto- 
ne washer is distri 

the Bendix Home Appliances | 
eo. Inc. The machine, which 
does an entire washing automatic: 
ally, is described in detail with 
special features clearly explained. 
If you sell washers you want thie 
Use the card. 
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| NESCO Frying-Broiler 


National Enameling & Stamping Co., 
Milwaukee, Wis. 


Device: Frying-Broiler attachment for 
Nesco roaster. 

Description: Broils, grills, fries; heavy 
cast aluminum griddle has large fry- 
ing surface and maintains even tem- 
perature for frying wheatcakes, meats 
and other foods; requires only 800 
watts to maintain 400 deg. tempera- 
ture; performs double duty of broiling 
and frying at same time; maintains 3 
features introduced in Nesco’s original 
broiler; visibility, smokeless, spatter- 
less. — Electrical Merchandising, 
August, 1937. 


2 TOAST-O-LATOR Toaster 


Toast-O-Lator Co., Inc., 103 Park Ave., 
New York City 
Device: Automatic toaster. 


Description: Works on conveyor belt 
principle, bread is inserted in one end 
and is automatically carried through 
and drops out other end toasted on 
both sides; light, dark or medium 
toast available depending on how far 
in bread is started; toasts 1 to 3 slices 
at a time; a.c. 110-115 volts, 700 
watts; chromium toasting compart- 
ment; Bakelite base. 

Price: $13.95.—Electrical Merchandis- 
ing, August, 1937. 


v 








GREIST Lamps 
Greist Mfg. Co., New Haven, Conn. 


Device: Greist V. A. Corrected Light 
Illuminators available in a complete 
line of floor, clamping, swinging 
arm and wall bracket types; Celes- 
tialite luminaire and plain IES opal 
glass available ; silk, parchment, metal 
and a new shade of wood veneer with 
gfain markings to harmonize with 
furniture finishes available: wattages 
range from single 75, 100 and 150 
watt units to 3-way units with both 
100-200-300 and 50-100-150 watts.— 
se! Merchandising, August, 


Tit PRODUCT PARADE 


@ In which new products and merchandise pass in review for your benefit. 
Electrical Merchandising will bring you further details of the products listed in 
this section (and any other merchandise on which you desire information) with- 
out cost to you. Simply check the items you're interested in, on the prepaid 
return postcard on the “Free Sales Helps” page at the left. 





4 BENDIX Home Laundry 


Bendix Home Appliances Inc., 528 
Fisher Bldg., Detroit, Mich. 


Device: All automatic clothes washer. 

Description: Does an entire washing 
automatically; handles 9 lbs. at one 
time; automatically soaks, agitates, 
washes clothes, gives them 3 fresh 
water rinses and after last rinse spins 
clothes damp dry; operator handles 
cloths twice—when putting them into 
machine and when removing them for 
hanging. 2 controls on front of ma- 
chine—one selects proper water tem- 
perature for soaking, washing, and 
rinsing according to type of fabric, 
the other operates time of soaking 
and washing. 
Machine starts automatically, water 
flows in at selected temperature until 


it reaches correct level governed by 
positive float valve—5 to 7 gal.; soap 
is added, clothes are washed for time 
selected—1 to 20 min—with 3-way 
washing action: clothes are carried up 
by baffles in cylinder, dropped down 
and sloshed through sudsy water by 
revolving cylinder and gently rubbed 
against each other; a drain opens 
when washing is completed, and the 
clothes are sprayed with fresh water 
while soapy water runs off; spray 
shuts off and a fast spin extracts 
remaining suds; when first extraction 
cycle is over the drain closes auto- 
matically and the tub fills with fresh 
hot or lukewarm water and clothes 
are given a 4 minute rinse with con- 
stant agitation. The drain opens and 
the clothes are tumbled about to shake 
out water and are sprayed with final 
rinse water and given a final drying 
spin; automatic controls bring every- 
thing to a stop; in the meanwhile the 
machine has scoured itself clean and 
dries out ready for next washing. 
Housed in white cabinet with black 
base, 36 in. high; round glass door on 
face of cabinet through which clothes 
are passed into machine serves as 
window to watch operation.—Elec- 
trical Merchandising, August, 1937. 
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5 WESTINGHOUSE 
Refrigerator 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. : 


Device: UG-30 under counter refrigera- 
tor designed to fit under standard 
height kitchen counters. 

Description: 34% in. high, 24 in. wide, 
24 in. deep; equipped with hermet- 
ically sealed compressing unit, dual 
automatic control; Sanalloy evapora- 
tor; 3 cu. ft. storage space; 2 ice trays; 
automatic interior light; moonstone 
ware chilling tray; 2 shelves and a 
shelf with a bottle well; porcelain 
interior, white Dulux exterior. —Elec- 
trical Merchandising, August, 1937. 
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WEBSTER 
Teletalks 


Webster Electric Co., Racine, Wis. 


Models: 2-way Teletalk; Deluxe Se- 


lective unit and Speaker Microphone 
unit. 


Description: 2-way Teletalk unit maxi- 


mum capacity 24 stations; speech may 
orginate at any station; conferences 
with up to 10 people possible; talk- 
listen switch not required; conversa- 
tions private. 

Deluxe Selective Unit available with 
or without enunciator buttons; 6 to 
24 stations may be incorporated with- 


out enunciators; unit is limited to 12 
stations with enunciator; enunciator 
button comes out to indicate station 
calling; pilot light volume control; 
talk-listen switch. 

Speaker Microphone unit may be used 
with all systems; switch lever indi- 
cates if operator wishes to speak with 
selective unit. 2-tone walnut cabinets. 
— Merchandising, August, 
937. 


Price: 


7 BIRDSELL Water-Flex System 


The Birdsell Corp., South Bend, 


Indiana. 


Description: Aluminum impeller located 


in a central housing which is operated 
by direct drive from motor revolves 
at a speed of 1750 revolutions per 
min., develops water pressure which 
is released through baffles in housing 
and directed in radial jets over the 
surface of a perforated disc, under 
which is a sump through which water 
returns to impeller; water moves out- 
ward and upward and returns to cen- 
ter, maintaining constant circulation; 
this action flexes clothes, which al- 
ternately expand and contract while 
water flushes dirt away; agitator and 
gear box has been eliminated, reduc- 
ing weight and permitting one man 
delivery; automotive type clutch on 
direct drive motor maintains same 
speed regardless of load; washer is 
self cleaning; motor may be removed 
or detached in a minute—Electrical 
Merchandising, August, 1937. 


8 MOTOSHAVER 
Motoshaver Inc., 731 Van Nys Bldg., 


Los Angeles, Calif. 


Description: Razor is streamlined to fit 


snugly into hand; head consists of 
outer and inner guard slotted like 
comb along two edges; clipper moves 
to and fro between two guards about 
5,000 times a minute; a.c. or dic. 110 
to 130 volts; models for use on 240, 
36 and 6 volts also available. 

$12.50 with 7-ft. cord and 
leather pouch.—Electrical Merchandis- 
ing, August, 1937. 


ee 
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THE PRODUCT PARADE 


@ In which new products and merchandise pass in review for your benefit. 


Electrical Merchandising will bring you further details of the products listed in 
this section (and any other merchandise on which you desire information) with- 
out cost to you. Simply check the items you're interested in, on the prepaid 
return postcard on the “Free Sales Helps” page at the left. 











9 PROCTOR Waffle Set 


Proctor Electric Co., Seventh St. & 
Tabor Rd., Philadelphia, Pa. 

Device: Waffle serving set. 

Description: Consists of No. 1516 Proc- 
tor Deluxe automatic waffler, newly 
patented cut glass drip-cut batter 
pitcher and syrup jug with chromium 
top; plate glass tray with chrome 
handles and rim; knife edge release 
in chromium top prevents batter and 
syrup from dripping down sides of 
pitcher and jug 

Price: $21.95.—Electrical Merchandis- 
ing, August, 1937. 


Vv 





10 THOR Cleaners 


Hurley Machine Div., Electric House- 
hold Utilities Corp., Cermak Road and 
54th St., Chicago, Il. 


Models: HL floor and H hand type 
cleaners. 
Description: HL floor cleaner equipped 


with 2-speed motor, a.c. or d.c.; alum- 
inum motor and fan housings; alumi- 
num suction fan 44 in. diameter, six 
blades 1 in. deep; 134 in. nozzle with 
rubber bumper all around can be 
raised or lowered one notch at time 
with toe, eliminating stooping; motor 
driven brush mounted on rubber cush- 
ioned adjustment screws ; utility head- 
lite; main control switch in handle 
grip; 2-speed control switch at rear 
of headlite; weighs 15 lb.; self-open- 
ing dust proof bag ; attachments avail- 
able consist of flexible hose, curved 
tube, 6 in. tube, radiator tool, suction 
and blower connections, upholstery 
brush and nozzle, floor polisher, crys- 
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talator, massage cup and sample can 
of demothing crystals. 

Utility Hand cleaner equipped with 
12 blade aluminum suction fan; 6 in. 
nozzle with rubber bumper slides down 
for suction cleaning and up for blow- 
ing and demothing ; black molded rub- 
ber handle designed to fit hand; single 
throw trigger switch; motor windings 
cooled by internal 4-blade auxiliary 
fan; weighs 54 lb.; brush mounted 
back of nozzle; built-in reservoir for 
moth crystals; dirt disposal without 
removing bag.—Electrical Merchan- 
dising, August, 1937. 





11 CORY Coffee Brewers 


Glass Coffee Brewer Corp., 325 N. Wells 


St., Chicago, Ill. 


Models: 4, 6, 8, 10 and 13 cup single 


units and a 2-burner Buffet Queen. 

Description: All models have 2-heats: 
660 watts for brewing, 80 watts for 
keeping proper temperature; “Fast 
Flo” filter limits time of contact be- 
tween water and grounds to 3 min. 
and prevents boiling coffee; hinged 
chromium decanter cover; funnel 
holder. 


Prices: From $3.95 to $17.95.—Elec- 
trical Merchandising, August, 1937. 


¥ 





12 WESTINGHOUSE 
Dishwasher 


Westinghouse Electric & Mfg. Co., 
Mansfield, Ohio. 


Model: New cabinet type combination 
dishwasher and sink. 

Description: Adaptable for kitchens of 
practically all shapes and sizes; may 
be installed as separate unit or ad- 
jacent to modern base cabinets; takes 
48x25 in. floor space; toe space per- 
mits comfortable working position; 
Monel Metal sink basin equipped with 
swinging pedestal type mixing faucet, 
combination drain and crumb cup to 
catch food particles, easily removable 
for cleaning; worktop and _ back 


splasher available in black Micarta, 
Monel Metal or green Jaspe linoleum 
with Monel trim; dishwasher holds 
57 dishes and 45 pieces silverware; 
front opening door and 2 sliding 
racks make it easy to put dishes in 
washer; combination  fill-and-drain 
fixture fills and empties washer. 

In addition to sink unit, a 24 in. unit 
containing dishtank and washing 
mechanism only is also available to 
be installed under existing work tops; 
flexible application and installation fits 
in with most conditions and designs 
met in kitchens.—Electrical Merchan- 
dising, August, 1937. 





13. G-E Intercommunicating 


System 


General Electric Radio Div., 
Bridgeport, Conn. 


Model: Handy-Phone. 
Description: System consists of 1 mas- 


ter station and from 1 to 4 remote 
speaker-phone stations which may be 
located within 2000 ft. of master unit; 
2-way or conversations with all sta- 
tions at once is possible; 5-point selec- 
tor switch; talk-listen control lever; 
speakers 5 in. in diameter; maximum 
output l-watt; ac. or dc, 115-125 
volts, 25, 50 or 60 cycles; master 
station only requires connection for 
power; walnut veneer  cabinets.— 
_— Merchandising, August, 
1937. 





14 UNIVERSAL Ranges 


Landers, Frary & Clark 
New Britain, Conn. 


Models: Simsbury and Augusta “Toe 


Base” ranges. 


Burners: Both models have one 8§ in. 


unit 1,800 watts and three 64 in. units, 
1,200 watts ; simmering unit 125 watts 
low, 1,000 watts high furnished as 
















optional equipment ; 2 oven units : bak- 
ing 2,250, broiling 2,000 watts; appli- 
ance outlet on switch panel 660 watts, 
Size: Simsbury, floor space 27x20 in,; 
Augusta, floor space 40x27 in.; ovens, 
19 in. deep 16 in. wide 14 in. high. 
Features: Simsbury equipped with large 
storage drawer on roller bearings; 
porcelain enameled oven with rounded 
corners; modernistic long bar han- 
dles; empire switch buttons; chrom- 
ium plated grille vent. 
Augusta equipped with 2 side com- 
partments in which a mixer, toaster, 
percolator, tea kettle and other cook- 
ing utensils may be stored; Bakelite 
handles ; air-cooled acid-resisting work 
top; both models, white porcelain 
enamel finish with black and chrome 
trim. — Electrical Merchandising, 
August, 1937. 





15 HOTPOINT Washers 


Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, IIl. 


Models: Pilgrim DeLuxe, Patriot and 
Prudence. 

Description: All models 8 Ibs. capacity; 
new type Thriftivator, 124 in. high 
creates continuous washing cycle, pro- 
vides 3 washing zones. Pilgrim De- 
Luxe equipped with special heavy duty 
Lovell wringer, 2% in. soft rubber 
rolls; impeller-type pump; 4 moving 
parts, automobile-type gear case ; white 
porcelain enamel tub inside and out, 
white lacquer skirt, legs, wringer 
head; cadmium plated drainboard. 
Patriot and Prudence spinner-models 
equipped with spin baskets driven by 
automobile-type clutch with automatic 
brake; direct-drive impeller type 
pump; % hp. GE motor. 

Patriot finished in mottled green por- 
celain enamel inside and out with 
green lacquer base and legs ; Prudence 
finished in white vitreous porcelain 
enamel inside and out with polished 
aluminum covers and splash rim— 
—— Merchandising, August, 
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19 HANDYHOT 
Sandwich Toaster 


Chicago Electric & Mfg. Co., 6333 W. 
65th St., Chicago, Ill. 


Device: No. 100 combination waffle 
iron and sandwich toaster. 

Description: Grill plates for frying, 
toasting sandwiches, etc., interchange- 
able with aluminum waffle grids ; heat- 
ing element in top and bottom sec- 
tions; expansion hinge permits open- 
ing to full size of any sandwich; a.c. 
or dc. 110-120 volts, 600 watts; 
chrome finish; black attached tray 
base with side lift handles.—Electrical 
Merchandising, August, 1937. ’ 





16 BAKEMASTER Oven 
U. S. Mfg. Corp., Decatur, Ill. 


Description: Bakes biscuits, short cake, 
corn bread, muffins and refrigerator 
rolls at table; 44 in. high; rounded 
lines; chromium finish; rounded wal- 
nut-finished handles; black metal base 
8? in. diam. serves as insulation against 
scorching table top; included with 
Sakemaster is a Bakelite biscuit cut- 
ter, pan for 7 medium size muffins and 
2 easily removable, aluminum baking 

pans 6% in. diam.—Electrical Mer- 

chandising, August, 1937. 
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20 PREMACK 
Insect Death Lamp 


Premack Industries, 812 N. Wells St., 
Chicago, Ill. 

Device: Insect electrocutor. 

Description: Screws into standard light 
socket; operates efficiently with or 
without light bulb; copper finished 
metal; no radio interference; ships 
lantern design ; equipped with 600 volt 
transformer, 4 ampere; charged wire 
never becomes red hot; 110 volts, 60 
cycles; a.c. only; 60 watt bulb recom- 
mended. 8 in. high, bottom of tray 6 


in. diam.—Electrical Merchandising, 
17 SILEX Coffee Maker . 
Silex Co., Hartford, Conn. 


Model: Two-unit Royal tank unit for 
small restaurant installations. 

Description: Combination glass coffee 
makers and hot water heater fits over 
any back-bar; uses 1000-90 watt com- 
bination brick heating elements for 
speed and large output; only 115 watts 
needed to keep brewed coffee at 
drinking temperature ; automatic built- 
in water heater adjustable to any 
temperature; tank lined with tinned 
copper; stainless steel outside finish.— 
Electrical Merchandising, August, 
1937. 








Vv 
21 BUTTERWORTH 
Shock Pads 
B. T. Butterworth, Jr., New Canaan, 
Conn. 





Device: Cork pads cut in convenient 
sizes for use under refrigerators, oil 
burners, fans, blowers, pumps and 
other types light machinery that trans- 
mit vibration; sizes from 1 to 14 in. 
in diam. and 3 and 4 in. thicknesses 
are available. 


18 K-M Waffle Iron 
Knapp Monarch Co., St. Louis, Mo. 
Device: Twin waffle iron. 
Description: Bakes 2 plate-size waffles 
at same time; modernistic design; Prices: From 75¢ per doz. to $3 each. 


chromium plated—Electrical Mer- —Electrical Merchandising, August, 
chandising, August, 1937. 1937. 
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Models: 


Description: 





22 APEX Washers 


Apex Rotarex Mfg. Co., 1070 E. 152nd 


St., Cleveland, Ohio 


Wringer models 230 and 
230-P and Spin Dry model 221. 
Wringer models have 
standard 16 gal. tub with washboard 
sides and quick drain bottom; Apex 
double dasher aluminum agitator; 
Lovell wringer with end lever safety 
release and adjustable pressure; ma- 
chine-cut gears with sliding control 
lever; all white with aluminum 
wringer. Model 230-P equipped with 
self-emptying motor-driven pump and 
drain hose with swivel nozzle. 

Spin Dry washer has 18 gal. oversize 
tub, dome shaped to prevent splashing, 
washboard sides, patented quick-drain 
bottom; Apex double dasher agitator ; 
spin dryer has removable basket ; dries 
clothes in 2 min., the manufacturer 
claims; high center cone distributes 
weight of clothes; drive shaft above 
center of gravity eliminates vibration ; 
lever control starts and stops spin 
dryer and prevents opening lid while 
in motion; sterilizing rinse drives 
scalding or warm filtered water into 
revolving spin dryer eliminating hand 
rinsing; machine-cut gears in oil; 
balloon type casters; heavy duty 
splash-proof motor; all white with 
satin aluminum controls. 


Price: 230-P $59.95; 221, $139.95.— 


Electrical Merchandising, August, 
1937. 


v 


23 ROL-BASKET 


Wind-Power Mfg. Co., Newton, lowa 


Device: New type clothes basket. 
Description: Rolls on 2 wheels from 


washer to tubs, to line, to-ironer ; steel 
chassis adjustable to 3 heights for 
standing, sitting and flat under basket 
for carrying upstairs and storing. 


Price: $3.75.—Electrical Merchandis- 


ing, August, 1937. 








24 SETH THOMAS 
Range Timer 
Seth Thomas Clocks, Thomaston, Conn, 


Description: A combination of 3 de- 
vices: an electric clock, an automatic 
control for range oven, turning oven 
on and off at predetermined times, 
and an interval timer for short cook- 
ing operations. Clock, timer and con- 
trol switch are all driven by single 
self-starting synchronous motor which 
makes possible accurate timing of all 
functions. Three control knobs on 
front; sets interval timer, sets clock 
hands, sets on and off indicators, and 
sets switch for automatic control of 
range oven; interval timer sounds bel] 
signal at expiration of timing period: 
3 separate dials on clock provide for 
simplicity of operation; Bakelite case. 
—Electrical Merchandising, August, 
1937. 





25 ELECTRAHOT 
Waffle Iron 


Dominion Electrical Mfg. Co., 
22 Elm St., Mansfield, Ohio 


Model: No. 588 “Modern Mode” auto- 
matic twin waffle iron. 

Description: Bakes 2 full size waffles 
at once; indicator placed at medium, 
light or dark produces type waffles 
desired; jeweled signal goes out when 
waffles are baked; equipped with D-E 
cord which allows both irons to be 
used at once or one at a time; 6 
in. cast aluminum grids; modernistic 
design; walnut handles, chromium 
plated.—Electrical Merchandising, Au- 
gust, 1937. 


.f 





26 ATLAS Floor Machines 


Atlas Floor Surfacing Machinery Corp. 
218 E. 34th St., New York City 

Model: Atlas Floormaster. 

Description: Polishes, waxes, sands, 
scrubs, steelwools, dry cleans, buffs 
every type floor surface—wood, tile, 
linoleum, rubber, etc.; 12 in. brush 
spread; air-cooled, 4 h.p. motor, ac. 
or d.c.; small wheels are raised during 
operation so that full weight of ma- 
chine is on brush; quiet operation; 
brush capacity 185 r.p.m. 

Price: $115 complete with polishing of 
scrubbing brush and 40 ft. rubber 
covered cord.— Electrical Merchan- 
dising, August, 1937. 
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This famous seal is their answer! © 
LET IT HELP YOU SELL REFRIGERATORS FASTER 


LREADY over 3,000,000 housewives have 
bought DULUX finished refrigerators. 
Every day more and more women are learning 
that DULUX keeps its whiter whiteness indefi- 
nitely. That it’s easier to keep clean. That its 
smooth hard surface is resistant to chipping and 
cracking. That DULUX gives them more for 
their money. 
Alert manufacturers are capitalizing on the 
appreciation these satisfied housewives have for 
DULUX. Dealers are swinging open refriger- 


ator doors and pointing to the blue and silver 
DULUX seal as proof of extra value. 

Women are looking for the DULUX seal. They 
want to know more and more about what they 
buy. 

Feature this famous seal in your sales talks. 
Point out to your customers that it stands for 
the finer quality that du Pont finishes afford you. 
It is certain to help close many a deal. E. I. 
du Pont de Nemours & Co., Inc., Finishes Divi- 
sion, Wilmington, Delaware. 
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To perk up a refrigerator demonstration 
just use the Magic Finish Patented* Con- 
tour Presto Tray. Then watch your pros- 
pects’ eyes sparkle as you show how 
only Presto Tray has all the advantages 
of a fast freezing Magic Finish Metal 
Tray plus all the conveniences of a 
Rubber Grid. 


Refrigerator dealers and their salesmen 
have been quick to spot the sales-closing 
advantages of Presto Tray’s 10-second 
demonstration. They show how it slips 
out of the ice compartment in a flash... 
how its magic finish does not stick or 
.. how a slight pressure on 
its patented contour pops out a rubber 
gridful of ice cubes...instantly ready 
for use...one or a dozen... full-sized, 
cold and dry. And because prospective 
buyers are quick to appreciate the utter 
simplicity of Presto Tray’s instant re- 
leasing and fast freezing, both the buyer 
and seller profit. That's the best reason 
we know why you should insist that your 


“freeze in’’. 


with Magic Finish Presto Trays. 
MFG. DIVISION 


General Motors Corporation, Dayton, Ohio 


INLAND 


TO THE RESCUE ! 


HERES FIRST AID..FOR A FLAT PARTY 
AND... FIRST AID 70 FASTER SALES 


FIRST CHOICE 
of Refrigerator Salesmen 


THE 


Tray 


WITH RUBBER GRID 


new refrigerators come factory equipped * 


ICE CUBES INIO SECONDS 


*Pacent Pending 


resto [ray 


MAGIC FINISH 
PATENTED CONTOUR 


Presto 





It PRODUCT PARAD 


Keep posted—and profit! Study the “Product Parade”—indicate the items 
on which you desire further information by checking the prepaid-return. 
card on the “Free Sales Helps” page. No obligation. 





AIR CONDITIONING EQUIPMENT 





Device: 








27 AIRTEMP Room Conditioner 


Airtemp, Inc., Dayton, Ohio 


Device: Self-contained room air con- 


ditioner for homes and offices. 


Description: Cools, filters, dehumidi- 


fies, circulates air in single room; 
radial type compressor and motor en- 
closed in hermetically sealed housing 
for quiet operation; special “floating 
power” mountings eliminates vibra- 
tion ; available in air cooled and water 
cooled models; air cooled model elim- 
inates necessity for drain by providing 
for re-evaporation of moisture taken 
from air; walnut cabinets.—Electrical 
Merchandising, August, 1937. 





28 ELECTROL Master Control 
Electrol Inc., 934 Main St., Clifton, N. J. 


Device: Oil burner safety control. 
Description: Differs from other safety 


control in that it is part of burner 
itself, located on burner away from 
high temperature zone and is oper- 
ated by clean warm air supplied by 
“Thermo-Loop”—not subjected to ex- 
treme heat, soot or other combustion 
products which often cause failure of 
ordinary type safety control.—Electri- 
cal Merchandising, August, 1937. 


v 





29 ANCHOR Kolstoker 


The Anchor Stove & Range Co., 
New Albany, Ind. 


automatic Kolstoker feed. 


Description: Self-heating radiator ; fire 


Complete warm air unit with 






bowl sections almost 1 in. thick 
heavily webbed to prevent warping or 
cracking; high combustion chamber: 
design offers 8 radiator connections 
and 4 different smoke pipe positions: 
furnace has removable plate for jp. 
stallation of fan and filter unit; ¢ojj 
available for hot water in warm 
weather; shifting position of lower 
section permits stoker installation 
from front or either side; stoker js 
equipped with Anchor sectional burner 
head, underfeed principle, automatic 
control of coal feed and temperature 
in a safe, sound-proof cabinet; black 
and red finish—Electrical Merchan. 
dising, August, 1937. 
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30 FREED Anthracite Stoker 


Freed Sales Corp., 21 West St., 
New York City 


Description: Bin feed stoker of under- 
feed type with automatic ash removal; 
coal is automatically fed from bin into 
retort; ash is mechanically conveyed 
to air tight ash cans ; adaptable to any 
type heating system, round or rect- 
angular; ash removal unit may be 
placed on either side of boiler includ- 
ing opposite side from stoker; en- 
closed base unit available at slight 
additional cost; available in sizes with 
retort diameters from 16 to 23 in. 

Price: Complete with controls includ- 
ing timer relay; thermostat, limit con- 
trol and overload control, from $295, 
for 16-in. model to $370, for 23-in 
model. — Electrical Merchandising, 
August, 1937. 





31 THOR Ventilator 


Hurley Machine Div., Electric House- 
hold Utilities Corp., Cermak Road ani 
54th St., Chicago, Ill. 


Model: Ventilair window ventilator 
model A. 

Description: Adjustable to fit window 
frames from 26 to 34 in. wide; special 
panels to fit windows between 34 to”? 
in. available at slight extra cost; 
mounted on sides of window frame 
with 4 wood screws so window may 
be closed when fan is not in use; @ 
pacity 1,800 c.f.m. in free air; 14 ™ 
6-blade fan driven by Yo hp. rubber 
mounted shaded pole, 1,600 rpm 
motor; a.c. only, 110 volts; black 
enamel fan blades; black crakle pal 
els; complete with pull switch am 
string. — Electrical Merchandising, 
August, 1937. 
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32 EMERSON Ventilator 






ae The Emerson Electric Mfg. Co., 
ae St. Louis, Mo. 
)S1t10ns 
for in- Device: 12 in Seabreeze ventilator. 
uty cad Description: Available in built-in wall 
| Warm box for permanent installations or 
t lower with portable metal panel ; air moving 
tallation capacity of 875 c.f.m.; metal mounting 
toker js panel is adjustable from 27 to 37 in.; 
1 burner easily installed in window or transom ; 
utomatic wall box can be installed in new 
perature homes at time of construction or in 
t; black modernized homes. 
Terchan- 


Wall box, $32.50; metal panel, 
Merchandising, 


Price ; a 
$15. — Electrical 
August, 1937. 
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of under- 

reanontl 33 WILLIAMS Oil Burner 

1 bin into 

coma Williams Oil-O-Matic Heating Corp., 
yle to any Bloomington, IIl. 

or rect- Model: HP-3 high pressure oil burner. 
; pt Description: Burns No. 3 fuel oil 
Sees a which is delivered to nozzle at 100 
. a Ib. per sq.in. pressure at which atomi- 
= ¢ an zation takes place; under this system 
33 whe, no mechanical breakdown of oil within 
a burner occurs, which necessitates 
Is includ- regulating burner’s hourly gallonage 
limit con- consumption by size of nozzle port; 
rom $5, available nozzles permit oil capacities 
for 23-in. of 3, 23, 2, 1.65 and 1.35 gal. per hr.; 
handising, 


nozzles for spray angles of 45, 60 and 
80 degs. also available; nozzle con- 
sists of nozzle shell, spiral, strainer, 
and adapter ; simple design consists of 
motor, fan, high pressure 2-stage 
pump, all operating on same shaft and 
including all moving parts ; continuous 
ignition system insures safety; com- 
bination nozzle and air cone assembly 
gives greater turbulence to gases en 
tering fire box; vs h.p. Williams- 
built motor; green finish—Electrical 
Merchandising, August, 1937. 





ric Houst- 

Road ané 

Jil. 

ventilator 

fit window 
de ; special 
en 34 to”? 

x cost; 
jow fram 34 CROSLEY Coolrest 
indow ," Crosley Radio Corp., Cincinnati, O. 
e, & . . . 

othe, 14 in Device: Crosley Coolrest is now sup- 
hp. rubber plied with a new transparent canopy 
600 rpm of a material known as Pliofilm which 
‘Its; black is soft, washable, lightweight and re- 
crakle pat sists oil, moisture, grease and alcohol. 
switch and Price: Coolrest, complete with trans- 
rchandising, Parent canopy, $150.—Electrical Mer- 


chandising, August, 1937. 
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THE MONEY TREE 


IT HAS SAVED MONEY 
IN 14 MILLION KITCHENS 


® This tropical tree, the Ceiba, saves housewives 
hundreds of thousands of dollars yearly. The 
unique fibres from its giant seed pods, processed 
into Dry-Zero Insulation, become the most efficient 


refrigerator insulant commercially available. 


Dry-Zero Insulation keeps more heat out of refrig- 
erators than any other material, so less electricity 
is needed to cool them, thus making them cheaper 
to operate. And, unlike other materials used for 
insulation, Dry-Zero Insulation does not absorb 
moisture, keeps its efficiency indefinitely and does 
not lose its heat-stopping ability. That’s why Dry- 
Zero Insulation saves the owner from 20¢ to $2 


every month. 


DRY:ZERO 


REG US PAT OFF, 


ENS ULATION 


The Most Efficient 
Commercial Insulant Knovza 
































= - 


IT PROVIDES 
RAW MATERIAL 
FOR THE ONLY 


24 


REFRIGERATOR 
INSULATION 


WHAT .24 MEANS TO 


REFRIGERATOR 
DEALERS 


This figure is the measure of the 
heat-stopping efficiency of Dry- 
Zero Insulation. It is better than 
any other. To dealers it means a 
plus value to the argument of 
refrigerator economy. For it means: 
that less heat will get into the. 
refrigerator, making it less costly 
to cool. Dry-Zero Insulation in 
your refrigerator gives you a story 
operation that: 
should help you sell over any- 
other refrigerator not insulated’ 
with this quality material. It costs. 
more to use but gives the owner- 
much more value. 


of economical 


DRY-ZERO CORPORATION 


222 North Bank Drive, Chicago, Ill. ® 
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687 Broadview Ave., Toronto, Ont. 
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A ieetine MULTIPLE USE 
FLOOR LIGHT 
fajustale Yate 


Portable + 
































The WesCrel offers 
the smartest . light 
utility yet produced 
for the home. This 
fact is admitted by 
representative light-; 
ing engineers. Other 
obvious, practical 
adaptations in the 
entire lighting field 
are too numerous to 
classify. 


With a WesCrel you 
not only offer per- 
fect* light, direct or 
indirect, metered at 
any fixed position, 
but also with your 
finger can change 
the plane of lighting 
over a range of 180° 


» WesCrel is the first 


light which easily 


™ adapts itself to the 


physical characteris- 
tics or position of the 
user. 


The first light which 
eliminates the un- 
suspected eye strain 
or the kiddies and 
bid folks of the fam- 
ily. 

The WesCrel range 
of adaptability means 
two to four sales 
made to a home de- 
pendent solely on 
the requirements of 
the family. It is the 
only absolutely new 
product in the home 
lighting field. 


At the bridge table one WesCrel will 
give comfortable diffused lighting on 
every hand. This market alone assures 
a major profit to the dealer. 


The line also includes a professional 
model for the use of various practitioners. 
In this field also the WesCrel has no 


competition. 


Practitioners have been 


looking for a WesCrel for years, that 
means a new and profitable customer 


for your store. 


Write for literature, terms and territory. 


MICHIGAN BUMPER CORP. 


Specialty Division, Dept. F 


2667 E. GRAND BLVD. 


Detroit, Michigan 
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| fashioned kitchen and 


SAN DIEGO HOLDS SPRING SHOW 





Attendance in spite of bad weather reached 50,000 


SAN DIEGO—Spring was the theme 
of San Diego’s Appliance Fair held May 
22 to 26. This event featuring all appli- 
ances, was substituted for the refrigera- 
tion show which has_ usually been 
scheduled for early summer promotion. 
Unusually attractive decoration in light 
spring colors, with trellis designs in arti- 
ficial flowers formed the background, 
while booths carried out the spring theme 
in pale green with a flowered trim. A 
style show of spring and summer fashions 
scheduled for afternoon and evening hours 
attracted crowds of women. The attend- 
ance for the week, in spite of “unusual” 
rains, reached the 50,000 mark. : 


=| 


An interesting feature was the archi- 
tects’ booth, sponsored by the Archi- 
tects’ Association of San Diego, at which 
kitchen modernization plans for actual 


homes were exhibited. Practically every. 


architect of San Diego stood his turn in 
this booth at one time or another during 
the five days of the show. This meant 
that they had opportunity to view the 
exhibits themselves and to be impressed 
with the interest shown by the public in 
electrical home conveniences. 

Refrigerators held a prominent part, 
seventeen makes being represented in ex- 
hibits. 





Seventeen makes of refrigerators were shown amidst floral decoration 


BEFORE AND AFTER 


between the old 
modern electrical 


Effective contrast 


| convenience was used to point the story 






| California Edison Company, 


| the ten three-day schools. 





told by a series of electrical cooking 


| schools held throughout southern Califor- 


nia under the auspices of a daily news- 
paper in cooperation with the Southern 
a local elec- 
trical dealer and the Mogenson Company, 
newspaper representatives. 

The two stage settings used as back- 
grounds were portable and were shipped 
about the country, being used at each of 
With the ex- 


COOKING SCHOOLS | 


ception of Ventura, where the Seaside 
Electric Company, Hotpoint dealer, 
sponsored the school, cooperating dealers 
were representatives of the General E!ec- 
tric Company. Among those who coop- 
erated in various southern California 
communities were the H. H. Brainerd 
Company, Santa Monica; Tom Johnson, 
Monrovia; Roland Linder, Whittier; W. 
G. McWhinney, Redondo Beach; Wilson 
and Hill, Santa Ana; Hardy’s Hardware, 
Culver City; Bohnet Electric Company, 
Anaheim; Bolton Electric Company, Al- 
hambra; and the Briggs Electric Com- 
pany, Santa Paula. 





Portable stage setting of the oldtime kitchen used at each of ten three-day sdied 
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“Pay Their Own Way’ 


..+ "Field men get more attention, 
fewer interruptions, make better 
demonstrations, close twice as 
many dealers” .. . writes a lead. 
ing washing machine manufac. 
turer after a few months’ experi- 
ence with a SCHELBRO fleet. 


Only makers of Commercial 
coaches exclusively, SCHELBRO 
Sales Engineers have improved 
the Selling Methods of hundreds 
of manufacturers, wholesalers 
and retailers in over 40 lines ot 
industry. 


WRITE FOR CATALOG AND QUOTATIONS 
PEORIA 


SCHELM BROS. Inc. ILLINOIS 


Interior view of PHILGAS Coach shown below 








yonTon ; 
Sid | 
IRONERS : 


@ NEW! Smart, stream- 
lined styling. A sensationally 
new kind o stand, one-piece 
metal for greater strength and 
one: amous HORTON 
Duo-Chrome, current-saving 
Ironer shoe. Resilient roll 
and other exclusive features 
make this the most efficient 
Ironer on the market. 

Win a leader’s share of the 
ironer market with the 
Horton Beauty-Aid line. Ask 
your authorized Horton 
distributor, or write. 


HORTON MFG. COMPANY 


702 Osage St., Fort Wayne Ind. 
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odelled—is the Aberdeen, Wash. 
P~4 of the Grays Harbor Railway & 
Light Company. Windows have been 
jowered to permit displays to be made 
at the level of the sales room, an old 
balcony has been removed and window 
and store lighting has been improved. 

x ” ” 


A dark room for the display of lighting 
fixtures as they would appear at night is 
a novel feature of the new store of the 
Clark & Nixon Electrical Company re- 
cently opened in Victoria, B. C 

* * * 


As a result of the effective work of 
the Electrical Service League of Brit- 
jsh Columbia, Red Seal work shows a 
good record for that district. Red Seal 
certificates issued to new homes during 
the past year exceeded by 112 per cent 
the record of the year previous. Of 360 
building permits issued for residences 
costing more than $2,000, 183 of them 
represented Red Seal jobs, and 22 certifi- 
cates are still pending, which means a 
58 per cent saturation. New outlets to 
the number of 1,119 were added to resi- 
dences as the result of 1,500 calls by 
League representatives. The League 
issued wiring plans for 72 new homes 
during the year. On the program for the 
coming year are cooking schools, rural 
exhibitions, industrial promotion and 
general educational work, in addition to 
renewed effort in the wiring field. 

* * * 


Idaho Power Company’s restaurant 
coach is again visiting restaurant owners 
throughout the state. This year the 
coach is to carry an experienced chef 
qualified to answer prospects’ questions 
on technical matters connected with res- 
taurant problems. Last year some 450 
kw. in sales was made from this coach 
during the first six months of the year, 
an increase of 100 per cent over the 
similar period of the previous year. 

* * * 


Five years ago R. E. Gale, then sales 
manager of the Twin Falls-Jerome 
division of the Idaho Power Company, 
induced some of his salesmen to record 
their sales stories on phonograph 
records. These were run off at a re- 
cent sales meeting of the division, 
together with some recordings of the 
sales message as it is being delivered 
today. The object was to note the 
improvements which had been made 
in methods and to analyze the reasons 
for the changes. 

* * * 


The Western Furniture Exchange 
and Merchandise Mart, for some 
months under construction in San 

0, is to be opened officially for 
fall market week, August 2 to 7. Radio 
and electrical appliances have separate 
quarters of their own. 

* * * 


By offering a gardenia to adult visi- 
tors, Alvin Zeff, Modesto electrical 


dealer, attracted 3,000 women to: his 
store, 


* * * 


The Valley Electric Company is 
sponsor for a new radio station re- 
cently opened in San Luis Obispo, 
California. This serves an area which 
hitherto has had poor radio reception. 

* * * 


Two special display trucks are being 
operated by the merchandising divi- 
sion of the San Joaquim Power Service, 
touring the central valleys of California 
to show farmers just what the modern 
electric range is like. Four ranges are 
mounted on each truck, two on each 
their backs to a central partition. 
ide doors open outward and full 
length mirrors fastened to the inside 
TOOr give a view of the top of the 
Fange without the necessity of climb- 
ig into the truck. This display is in 
the interest of dealers, all interested 
Prospects being referred to local stores. 
- -¢-0 


na table setting contest between 
bare high school teams was recently 
eid in the Vermont: office of the Los 


eles Bureau of Power and Light. 





| Western 


The Architects’ Building of Los 
Angeles now houses three model elec- 
tric kitchens. The latest is an all- 
Westinghouse kitchen installed by the 
Greater Broadway Furniture Company. 


sored by the Van Nuys Tribune and 
local electrical dealers. 


* * * 
N - WwW. S - LA S = < S Van Nuys, California has held its 
early summer cooking school, spon- 
in ae Tt e" “my 7 





Racetrack scene used in the "Racing Extra," 
employees during the B. C. Electric's 
Derby." 


showrooms in the race. 
members of the sales organization. 


THE B. C. ELECTRIC HOLDS A 
CORONATION DERBY 


VANCOUVER—Interest in the Cor- 
onation and in the familiar Irish Sweep- 
stakes were combined by the British 
Columbia Electric Railway Company of 
Vancouver, B. C. in a recent sales event, 
which for enthusiasm among the sales 
force has seldom been equalled. 

The contest was known as the Corona- 
tion Derby, and was the feature of “Pres- 
ident’s. Month”, one of the standard 
spring events of the company’s year. 
Specials were offered on a wide variety 
of appliances. This included free instal- 
lation and wiring for an electric range, up 
to $50, with a $25 trade-in allowance on 
an old electric range still in use, or $15 
for an old gas range. Electric washers, 
ironers, refrigerators, electric water 
heaters and many small appliances “for 
summer cooking” were included among 
the items featured. 

All employees took part in the event. 
Bulletins were sent out to each of them 
describing the articles featured and an- 
nouncing the bonus which would be 
given for prospects, when these were later 
sold by the sales force. These ran from 
$1 to $3 in value. In addition, a “sweep- 
stake ticket” was given for every pros- 
pect turned in. These were later “in the 
draw” for cash awards if the division in 
question won the race. Second and 
third horses also drew special cash 
awards. Cards on the winning horse had 
a chance of three wins—$25 for the first 
prize and two other drawings of $15 each. 

Each of the nine sales divisions for the 
occasion was represented by a horse, ap- 
propriately named to suggest something 
in that particular office’s history or loca- 
tion—‘Seabreeze” for the sea coast town, 
“Empress” for Victoria, and so on. Ap- 
propriate to the coronation festivities, 
titles were awarded to those participating, 
district salesmanagers, as the horses’ 
owners, stepping forward to be knighted 
as Duke, Marquis, Baron or Laird. 

A large bulletin board in the lobby of 
the building, with horses advancing as 
the various districts reported sales, kept 
everyone in touch with the score. Bul- 
letins and dodgers in good racetrack form 
were issued periodically. So realistic were 
the details of the event indeed, and so 
like real Sweepstakes tickets did the pros- 
pect forms appear that more than one 
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It features "Indian Zoom," a joint entry of the two Vancouver 
All the racetrack characters are well known 


* * * 


The Rex Hardware Company of 
Petaluma, Calif. is the latest electrical 
dealer to make use of a “merchandis- 
ing coach” for the display of the 
heavier home appliances at the cus- 
tomers’ homes throughout the city and 
adjacent territory. 

*~ + * 


New stores in the Northwest: Craw- 
ford & Musselman, at Yakima, Wash.; 
I. R. Johnston at Spokane. Mr. John- 
ston already has a similar store at 
Coeur d’Alene, Idaho. Also the Gen- 
eral Appliance Company of Portland, 
Oregon recently opened under Roy 
Smith and Stanley Wright. 

~ * a 


Demonstration of floodlighting for 
recreation purposes is bringing excel- 
lent results in the territory of the 
Southern California Edison Company. 
Eight cars of the Edison company are 
equipped with demountable masts and 
demonstration lighting units which are 
used at schools and playgrounds to 
show the possibilities of night play. 

* * x 


The H. A. West Company of Port- 
land, Ore. has recently installed a 
model all-electric kitchen in the front 
of their Hollywood district store. They 
are out to sell “ensemble” jobs of com- 
plete kitchen equipment. 

* * * 


Carroll’s Washer Shop of Vancouver, 
Wash. has recently redecorated the 
entire interior of the store. Hotpoint 
ranges and water heaters are featured. 
The Farmers’ Supply Company of the 
same community has bought out the 
School Heating and Implement Com- 
pany and has transferred its business 
to the new headquarters. They plan 
written closest to the chosen minutes in | to make a specialty of farm water 
point of time received a special award in | systems. 
the form of prize checks. ag 

The response from the employees was Dealers throughout the Los Angeles 
enthusiastic. By the third week over 600 | district have been cooperating in an 
sweepstakes tickets had been awarded to | advertising campaign designed to make 
employees other than those on the sales | June an electrical gift month. News- 
staff, representing bonuses to the amount | paper advertising, radio, car cards and 
of $120. These prospects came from all | other media were used. 
departments. Gas fitting, appliance re- < a 
pairs, applications, home lighting, pub- 
licity, engineering, collections, trucking, 
credit, home service were among the 
leaders, with records of from one to 
thirty-nine prospects per individual. 

And incidentally, everybody had a good 
time. 


a sheet circulated among 
“President's Month Coronation 


customer, intrigued by the bulletin board, 
asked to purchase tickets on the race. 
On the last day special interest was 
created by timing all orders written. 
Certain selected times during the day 
were designated in advance by the Presi- 
dent, and placed in a sealed envelope, be- 
ing of course, not announced. The orders 


Out of town customers, as well as 
city dwellers, were permitted home 
trial of vacuum cleaner and floor pol- 
isher by clipping a coupon attached to 
Meier & Frank advertising (Portland, 
Oregon). 











VANCOUVER'S CASH 
REGISTER 


VANCOUVER—When the B.C. Elec- 
tric Railway Company held a get-together 
meeting in Vancouver to talk over the 
year’s plans, a mammoth cash register re- 
corded the sales which each department 
pledged itself to make. Note that “dealer 
sales” are the largest item in the column, 
‘coming to a figure of $1,250,000 for the 
year. 






The giant sales register used to 
keep count of the promises made by 
each department during the B.C. 
Electric General Sales Department's 
rendition of "We Are Going Places 
in 1937," highlight of the annual 
dinner and entertainment held in 
February. 
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Door 





Door knob hangers are available to 
announce the fact that a representative 
will be in the neightorhood the next 
dey with the line. These 
door knob hangers are usually dis- 



















lingerie 


tributed by Western Union messen- 
gers, Boy Scouts, or similar organiza- 
tions. 
7 * * 
orton Mfg. Co., Fort Wayne, 
Ind., has found the “Klean- 


ZONING” brush a ready door opener. 


Salesman obtains admission to the 
house by offering to clean and in- 
spect the washing machine. In the 










presence of the housewife he removes 
the agitator, points out the insanitary 
accumulations that adhere to the in- 
terior of the agitator and around the 
post. He cleans the machine and 
leaves the brush as a reminder of 
Horton KleanZONING features. 


* * * 








eneral Electric Co., Bridgeport, 

J Conn., has developed a filler 
hose; a coin bank; a clothes stick; and 
a stain remover. 

The filler hose transfers water from 
the faucet to the tub. It often closes 
a sale, and names of other 
The coin bank helps over- 
come arguments such as “I can’t af- 
ford it” and “No down payment 
money.” Through its thrift appeal it 
has been known to close many sales 
otherwise hopeless. 

The clothes stick for convenient 
transfer of clothes from tub to wringer 
or spin basket is another item that in- 
duces prospects to come to the store 
for a demonstration, secures prospec- 
tive customer names, and opens the 
door. 

The G-E stain remover is used as a 
special offer in newspaper advertise- 
ments, as a door opener, and a good 
will builder during demonstrations. 


secures 
prospects. 
























* * * 


— Morse & Co., Indian- 
apolis, Ind., have made available 
to their dealers the following effective 
items : 

A clothes pin bag, to build good 
will at the door and in the store. A 
light weight aluminum clothes tongs 
for transferring clothes, from tub to 


Openers 


CONTINUED FROM PAGE 7 





wringer, thus avoiding scalding and 
reddening hands in hot water. A safety 
stop on the upper jaw of the tongs 
prevents them from entering wringer 
rolls. 

An extension steel clothes dryer pro- 
vides 46 ft. of clothes line space, takes 
up only 24x23 in. floor space. 

Faith M. Richards, Fairbanks, 
Morse’s Home Economist, has pre- 
pared a booklet which is distributed 
at laundry schools conducted with key | 
accounts of distributors and dealers. 


NE of the most successful items 
developed by The Meadows | 
Corp., Bloomington, IIl., is a clothes 
pin bag which hangs on the line where 
it can be pushed along as the clothes 
are being hung, saving a great deal 
of effort and time. 
Another item is a chrome relish | 
dish usually presented as an incentive 
to getting names of friends who 
might be interested in home demon- 
strations. A “Jot-It-Down” book for 
grocery lists, different types of towels 
for various types of promotion, are 
other proven door openers and good 
will builders. And finally, a clothes 
sprayer, slightly higher priced, which 
is generally given as a “closer” rather 
than a “door opener.” 


x* * * | 


x* * * 


onlon Corp., Chicago, IIl., has 
found the towel gift plan most 
successful. Newspaper announce- 
ments offer a towel to every woman 
who comes into the 


store on a cer- 
tain day and operates a Conlon 
ironer. The woman is also asked to 


list on a card other electrical appliances 
she would like to have, which helps 
build a prospect list. 


* * * 


oss Bros. Mfg. Co., Davenport, 

Iowa, has available the Voss 
Stain Removal Kit, which the dealer 
can sell at cost or give away to a 
prospect. It has been the experience 
of Voss Bros. that a 25c charge places 
a certain value on the kit and enables 
the dealer to obtain a better class of 
prospect. The kit contains four spe- 
cially prepared fluids to remove stains 
ordinarily encountered. Each bottle 



































One MinuteWasher Co. 
Newton, lowa 
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What 
“TOPHET' 


means to you 


You are now buying thousands 
of feet of this nickel-chrome 
alloy each month in those better 
grade electric heating appliance 
you handle. And that wise & 
lection means dependable, long: 
life, trouble-free elements. 


A product truly fit to carry the 
personal endorsement of the pie 
neer of the nickel-chrome allo 
industry—Wilbur B. Driver. 





WILBUR B. DRIVER CO. 


GILBY WIRE COMPANY 


NEWARK, NEW JERSEY 


z 
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is easily identified by a number. A 
medicine dropper for applying the 
fluids and a book of instructions are 
conveniently packaged in a box. The 
kit is usually given in return for the 
courtesy of permitting a demonstration, 
or as an offer in advertisements to 
bring prospects into the store. 
* * * 


he Maytag Company, Newton, 

fowa, use a door knob hanger 
with space for circulars and litera- 
ture on Maytag washers. It is dis- 
tributed in a certain area one day 
and followed up with a house-to-house 
canvass the next day. 





ssing | 

othes. * - * 

at col 

aoe orge Division, Borg-Warner 

tes at Corp., Detroit, Mich., have a 

rw : ¢ : 

y tOuse clothes pin bag for use in the sale 
C ‘ © 999 

bh § washers. A “menu aid’—a card 

her. Wt with a revolving disc of menus for 


lunches, dinners and ice box meals, 
and other useful information on 
cooking operations—and a pot holder 
are other items available to Norge 
dealers and distributors. 

x * x 


OR the promotion of electric re- 

frigerators, Westinghouse Elec- 
tric & Mfg. Co., Mansfield, Ohio, has 
the “flipper disc” to emphasize the 
“built-in watchman” thermostat con- 
trol. A “nickel saver” cardboard 
folder with places for 20 nickels to 
emphasize the savings possible with 
an electric refrigerator and to put 
across the idea that a _ refrigerator 
more than pays for itself. In addition 
to the toy rubber refrig- 
erators, ranges and dishwashers to be 
given away to live prospects. 
Westinghouse also has a line of 
cooking utensils, range lights, steak 
platters, cake and pie utensils, etc., 
which they make available to the dealer 
in special kitchen-ware deals. These 
items, however, are usually used to 


above, 





close sales more often than as door 
openers. 
* * x 
eneral Electric Co., Specialty 


Appliance Sales Division, Cleve- 
land, O., in the promotion of refrig- 
eration sales has made available to 
their dealers a Monitor Bank which 
always attracts interest and is a 
dramatic method of combatting sales 
resistance because of price. For 
electric ranges a “Handy chart for 
G-E Range Users” has been worked 


T’ up which gives a complete time 
table and general instructions for 
a you all types of range cooking—surface, 
oven baking and broiling of all types 
ousands of food. The “New Art” cook book, 
-chrome elaborately displayed with photos of 
e better: tempting dishes in color, and a hot pot 
pliances holder are other door openers of 
wise 8¢ proven merit, 
le. long: * * * 
ts. HE cleaner division of General 


Electric Company have a dust 
cloth, a glass and chrome polishing 
bag and a wax-applying mop. These 
items are used in several ways: They 
may be given away by salesmen who 
call on prospects in their home, or they 
may also be featured by window dis- 
Plays as give-aways for prospects will- 
mg to view a demonstration in the 
store. 


o carry the 
of the plo 
rome alles 
Driver. 
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@ “I’msorry about the finish on your friend’s appliance. 
It’s too bad to pay a lot of money for something one 
thinks is so pretty—only to have it fade and become 
dull and be something one is ashamed of. 

“But ¢his is porcelain enamel, Madam—and porce- 
lain enamel will never fade or lose its lustre. The 
porcelain enameled art objects which are hundreds 
and even thousands of years old prove that. 

“You see—porcelain enamel is an inorganic finish. 
That means it is a mineral substance—like glass. And 
its color pigments are mineral too. There is no more 
chance for the delicate colors of porcelain enamel to 
fade than there is for its lovely lustre to become dull. 
This beautiful finish you see here on the sales floor 
will be exactly the same, years and years and years 
from now. We can guarantee that.” 







































Mr. Dealer: Let us send you a free copy of our “Sales 
Manual for Porcelain Enamel.” It will help both you and 
your sales force to higher profits and happier customers. 


Tur 


ENAMEL © EDUCATIONAL BUREAU ¢ PORCELAIN ENAMEL INSTITUTE, Inc. 


IN ENAMEL £47 


PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue, Chicago 













Send me a copy of your FREE book: “Sales Manual for Porcelain Enamel.” 











BUGS 


ARE HARD TO SELL 


but at some time or other electrical 
devices do have them. 


The manufacturer who has his prod- 
ucts tested at E. T. L. to make cer- 
tain there are no bugs gives you a 
product that is easier to sell and to 
keep sold. 





4 


These booklets show you how appli-' 
ances can be made kick-proof. 


Copies on request. 


ELECTRICAL 
TESTING 
LABORATORIES 


rK 
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Display ... 


Sales ... Delivery 


ees CONTINUED FROM PAGE 27 seems 


when deliveries of new merchandise 
were made. This generally depended 
on the possibilities that the customer 
might be interested in something 
else. 

A second display stunt, which 
evinced considerable interest and not 
a few sales, was worked out as fol- 
lows: Whenever a suburban town 
or city close by celebrated a home- 
coming day or a similar civic event, 
the display coach was taken to the 
scene, connected to regular current 
and used as a portable store. Special 
signs were erected on the sides or 
above the coach and special display 
lights arranged for super-attraction 
at night. An open invitation was ex- 
tended to the public to enter and 
inspect the merchandise. In addi- 
tion, circulars were passed out to 
advertise the company, its service and 
products. In a similar way, the 
coach was taken to nearby county 


fairs and set up for three or four 
And sales were | 


days of promotion. 
actually made on the spot. 

As a number three stunt, the trailer 
was taken to amateur or semi-pro ball 
games where it was used mainly as 
an advertising medium. Here, the 
amplifying system attracted large 
throngs to Schwab Electric. In like 
manner, the coach was used in local 
parades. 


T the end of the first year’s opera- 
A tion, the coach was so successful 
that Mr. Schwab made still more pre- 
tentious plans for its use during 1937. 
Among other things he decided to 
increase the power of the amplify- 
ing system from 10 watts to 30 watts, 
including installation of a larger 
speaker. 

According to Mr. Schwab, the first 
year’s operation resulted in direct 
sales of some 10 refrigerators, 8 
large radios, 6 washers, and 2 ironers. 
In one instance, a woman who in- 
spected a radio in the coach came 
to the store later for both a washer 
and an ironer. Then, in addition, 
there was the unmeasured effect of 
advertising and display to consider 
which undoubtedly precipitated other 
sales. In short, the trailer has more 
than paid for its cost of $650 already. 

Maintenance costs on this display 
coach have been very low. Usually 
a crew of two attends it when at 
fairs and civic events. On service 
work, where the coach is taken along, 
only one man is usually in charge. 

During 1937, the plans call for a 
comprehensive survey of local terri- 
tory. A crew will take the trailer 
out, for instance, and make a real 
door-to-door check of radio tubes. 
The coach will also be used at fairs, 
civic events, parades and ball games 
as it has been in the past. Experi- 
ence of the last year has proven that 
the display coach is a valuable addi- 
tion to the regular merchandising 
facilities in Schwab’s modern store. 





Manufacturer 


The Distributor’s Salesman Can 


Do your distributors’ salesmen dro- 
matically present the selling features 
of your products? Do they give actual 
proof of sales points? Do they know 
what displays and other sales helps 
are available? Are they enthusiastic 
‘about selling your line? 

No distributor's salesman knows all 
there is to know about your products. 
He needs constant education. Heneeds 
sales ammunition. And he needs new 
— which only you can give 

im. 

Each succeeding issue of "The Dis- 
tributor’s Salesman" proves that more 
and more manufacturers are conscious 
of this need — and find in this new 
service an ideal medium for increasing 
sales through “selling the salesman.” 


“The Distributor's Salesman" 
is bound into ELECTRICAL 
WHOLESALING and 
reaches over 5000 salesmen 
and executives of electrical 
wholesalers. An additional 
3500 copies are mailed sep- 
arately to specialty distrib- 
utors and their salesmen, 
giving a total distribution of 
over 8500 copies monthly. 
Sample copy and defails on 
request. 


Distributor S Salesman 


Se tes 
mm 


THE DISTRIBUTOR’S SALESMAN 


A McGRAW-HILL SERVICE 
330 West 42nd Street © New York, N. Y. 
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New Appliance Store in Portland 





A special 8-page newspaper section 
was published in connection with the 
store opening. This was sponsored by 
Cumberland County Power & Light 
Co., manufacturers, jobbers, con- 
tractor-dealers, and firms who con- 
structed or equipped the store. A 
quantity of this section was shipped to 
New York for distribution at the an- 
nual convention of the Public Utili- 
ties Advertising association, as it was 
believed that advertising and sales 
executives in the utility field would 
be interested in both the section and 
the highly successful store opening. 


ROM the outside, the store is nota- 

able for its luminous front which 
extends to the top of the second floor. 
It is the cynosure of all eyes at night, 
and makes an oasis of dazzling light 
visible for a considerable distance in 
three directions. 

The store, needless to say, is a day 
and night advertisement for the com- 
pany and reflects the greatest credit 
on the architects, Webster and Libby 
of Portland, Maine. 

Interior arrangement and equipment 
of the store is strictly up-to-the-min- 
ute. The first and second floors are 
air-cooled—and humidified or de-hu- 
midified as the need may be—by Kel- 
vinator equipment, which the company 
merchandises. Installation of the 
compressors — 50-tons capacity — was 
made in a tiled basement room, which 
permits inspection by prospects for 
this type of equipment. 

Three all-electric domestic kitchens 
are installed in the store; one just 
inside the windows of the first floor, 
which is the domestic appliance dis- 
play area; one in the second-floor 
demonstration auditorium; and the 
third is a work kitchen behind the 
stage of the auditorium where home 
service department members may ex- 
periment or make preparations for pub- 
lic demonstrations. 

A complete electric kitchen for a 
restaurant, hotel, or institution forms 
part of the third floor display. Other 
equipment on the third floor includes 
commercial refrigerators and display 
cases, water, milk, and beverage cool- 
ers, restaurant counter equipment, fans 
and cooling equipment, and 14 assorted 
lighting fixtures. 

In passing, it may be mentioned that 
this company now has in operation two 
sedan trucks, which are operated by 
commercial equipment salesmen, as 
auxiliaries to the commercial display 
floor of the new store. These carry 
specimens of commercial counter and 
cooking equipment and lighting fix- 
tures out into the territory. 

The lighting throughout the store is 
ultra-modern, naturally, but that of the 
street floor deserves description. It 
was engineered by the Eriksen Elec- 
tric Company particularly for this 
store, and to serve a dual purpose. 
This lighting consists of semi-surface 
luminaires, spaced approximately 12 
feet on centers. Each luminaire con- 
sists of a rectangular framework of 
heavy gauge fabricated steel, encased 
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with two prismatic reflectors and two 
300-watt lamps, which project their 
rays through two 12-inch prismatic 
Holophane controllenses set in the bot- 
tom of the framework. Surrounding 
these controllenses is a 3-inch border 
of amber diffusing glass, which adds 
soft golden glow to the illuminated 
area. This combination also tends to 
relieve the glare of white light from 
the luminaires. The intensity is about 
50 foot-candles. 

So much for the lighting aspects of 
this installation; now for the dual 
purpose of this equipment. To keep 
unbroken the Johns-Manville acoustical 
ceiling, a novel system of louvers was 
incorporated in the lighting system to 
function with the air-conditioning sys- 
tem. These louvers are located near 
the ceiling of each fixture and are an 
integral part of the lighting. The 
air-conditioning duct is located above 
each lighting unit. The conditioned 
air is forced through the louvers of the 
lighting fixtures and dispersed over 
the sales area. This is the first in- 
stance in Maine where the lighting 
equipment has been designed for this 
dual purpose of producing high-intens- 
ity illumination and distribution of a 
continuous flow of clear, fresh-con- 
ditioned air. 


URING the opening week of the 
Drew store, Cumberland County 
Power & Light Company was luncheon 
host to its sales department employees 
and factory representatives, and fol- 
lowing that to the Rotary, Kiwanis, 
and Lions clubs of Portland. These 
luncheons were served in the air-con- 
ditioned second-floor auditorium of the 
new store, 136 being served at the 
largest of these gatherings. The lunch- 
eons were prepared by the company’s 
home service department. During the 
luncheon a skit was presented by home 
lighting department members, and fol- 
lowing luncheon the guests toured the 
entire store and viewed the appliances 
and equipment. 

Cumberland County Power & Light 
Company has about 45,000 service cus- 
tomers in all classifications. Roy E. 
Holden, commercial manager for 
nearly 20 years, is known throughout 
the utility field as an aggressive load- 
builder and merchandiser. His efforts 
have enjoyed the support of Fred D. 
Gordon, vice-president and general 
manager, and Walter W. Wyman, 
president, of the company, both of 
whom are progressive and far-seeing 
utility executives. 

In addition to its 9 appliance stores 
the company has 15 outside domestic 
commercial appliance salesmen. It 
also maintains a power and heating de- 
partment, and commercial and do- 
mestic lighting departments; all of 
which are consistently active in load- 
building. The company’s annual Oc- 
tober lamp campaign is a highlight of 
the electrical industry. Tieing to- 
gether company and dealer effort in 
this annual campaign it has placed as 
many as 13,000 floor lamps on its lines 
in the 30-day period. 








Standarw 
ELECTRIC 
RANGES 








CAN I SELL 
ELECTRIC RANGES? 


ANSWER:—It is the most natural part 
of your business. No home is complete 
without a modern electric range. 


The Standard 
for 25 Years 


The most natural selection for 
your sales is “Standard.” The larg- 
est variety—The longest history of 
successful electric range making. 
Also a complete line of electric 
water heaters. 





In our domestic ranges 


“LADY VANITEE" 


typifies 
Standard 
strength and 
beauty. 
Many other 
domestic 
models 
to choose 
from. Be 
sure you 
have the lat- 
est catalog, 
No. 37. 





ANOTHER MARKET 
YOU CAN PIERCE 


The only com- 
plete line for 


wayside _ stands, 
cafes, tearooms, 
hotels, large 
homes. 

This is practi- 
cally an un- 


touched market. 
You can ring it 
up on your own 
cash register. 


—_—_>—_—_ 


Standard-Commercial Credit Finance 
and Floor plan is available for all 
Standard Dealers. 


—— > 


THE STRENGTH OF A PYRAMID 
Stane and 
THE BEAUTY AND 
SYMMETRY OF A SPHERE 


The STANDARD ELECTRIC 
STOVE CO. ... TOLEDO, O. 
“"*"""MAIL THE COUPON™*"***% 


The Standard Electric Stove Co. 
Toledo, O. 


Please send me complete information and 
catalogue. M8 


Poreeeeeerre EEOC OrOErrer rel eet terre reer rere) 
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Parts, SERVICES 
AND Accessories 


UNDISPLAYED RATE: DISPLAYED RATE: 


$1.00 per line per insertion. Minimum 1 linch $12.00; 4 inches $11.50 perin.; 8 


charge $4.00. (First line in small black inches $11.00 per in.; 12 inches $10.50 
face type.) Fractions of a line count per inch. (An advertising inch is 
as a line. Discount of 10% if full pay- measured vertically on one column. 


ment is made in advance for 4 con- 
secutive insertions of undisplayed ads. 


There are 4 columns—48 inches to a 
page.) 














SEARCHLIGHT SECTION 


(Classified Advertising) 


SELLING : : MERCHANDISE 
EMPLOYMENT : “OPPORTUNITIES” : BUSINESS 


UNDISPLAYED RATES —— DISPLAYED 


15 Cents a Worp. Minimoem CuHarce $3.00 Individual Spaces with border rules for 
Positions Wanted (full or part time salaried prominent display of a 






































employment only) % the above rates | 1 inch ......seeseeeecesees 

payable in advance. 2 or 3 in . 7.80 per inh 
Boz Numbere—Care of publication New | 4 to 7 inches. 7.60 per inch 

York, Chicago or San Francisco offices | 8 to 11 inches.......... ‘ inch 





- 7.40 per 
An advertising inch is measured vertically 
on a column—4 columns—48 inches to ¢ 
page. Contract rates on request. 








Discount of 10% if full payment is made 
in advance for 4 consecutive insertions. 





















HARRY ALTER’S. 


We protect the Dealer 
Write on your letterhead 


THE HARRY ALTER COMPANY 
1728 S. Michigan Ave., Chicago 
BRANCHES NEW YORK: ST. LOUIS: CLEVELAND 














GUARD 
PROFITS 
with 
SAFE 
HANDLING 





patented quick change ratchet 
radios, kitchen cabi nose 


Handle your refrigerators, 


ranges, 


i " Newly rubber upholstered 
nets with ORANGEVILLE throughout. Made in con 
fully rubber upholstered venient sizes. Write for de 
trucks, The only truck with 


tails and prices. 


ORANGEVILLE MFG. CO. Orangeville (Columbia Co.) Penna. 














—————, 


























SELLING Contractors Attention —_ 
OPPORTUNITIES New Bucket Blade Exhaust Fans 
| OFFERED—WANTED Sake see te0.e0 Onder’ sample lima 





quantity 


FS-488, Electric Merchandising 
520 No. Michigan Ave., Chicago, Ill. 


POSITION WANTED 


SALES MANAGER, now employed with Pu. 
lic Utility in middle West desires to locaty 
in East, preferably near New York (City 
Seventeen years’ experience in major eleetyi. 
cal appliance sales, 10 years in present pogi. 
tion. Has done exceptionally fine work jy 
training and managing sales force Selling 
refrigeration, electric ranges and _ electric 
water heaters, as well as originating som 
outstanding sales promotion ideas in this 
field. Will consider position in either gale 
promotion, or direct sales work on a 


Selling Agencies—Sales Executives 
Salesmen—Additional Lines 



































OPPORTUNITIES OFFERED 

















OLD MANUFACTURER of electrical appli- 

ances desire representatives for two or 
three territories in Southern and Central 
West States. Sales arrangement on commis- 
sion basis. Desire representative or organi- 
zation acquainted with buyers of housewares, 
appliances, furnishings, and who has a 
clientele of jobbers. Write, giving territory 
covered and other products now handled. 

















































































































RW-492,. Electrical Merchandising, 520 No. and bonus arrangement. Can furnish bes 
Michigan Ave., Chicago, Ill. of references as to ability and persona 
habits. PW-491, Electrical Merchandising 

1. 





ILLINOIS CORPORATION, establishea 49 520_N0. Michigan Ave., Chicago, Il 


























years, desires reliable distributor to sell Yor 1 GA N ATION 
our Patented Jewel Electric Specialties. Send - YOUR ORG IZATION 
19¢ for Photo Print Proposition and Catalog. Is it complete? Are you thinking of e&. 
Jewel Co., Dept. EM-8, 4311 Ravenswood panding it? Naturally, for vacancies o 


Avenue, Chicago, Ill. aditions to your staff you are anxious tp 
secure the best man or men available. The 
25,000 readers of Electrical Merchandising 
are all men who—like yourself—are agg. 
ciated with the merchandising of electrical 
appliances. Their interest covers ever 
phase of this business ranging from map- 


























Sales Manager Desired by Largest 
and Oldest Independent Lamp 














agement, 
























TRY. THIS THERMOMETER 
ON 15 DAY TRIAL 


@ Here is a reliable recording ther- 
mometer at a price you can afford. 


ARMATURE 
REWINDING 


Motor Repair—All Types 
We stock vacuum cleaner parts 
Write for prices and Catalog 
WILLMAN ELECTRIC CO. 

12506 Dexter, Detroit, Mich. 








Only $18! Designed particularly for 





service work. You must see it to 
appreciate its exclusive features; 
to learn why it is easy to operate. 
Hundreds use Practical thermom- 
eters to check refrigerators, air-con- 
ditioners, etc. Find out all about this 
instrument. Ask your 
jobber or write to us. 


SEND FOR TRIAL OFFER 


Mail this ad with your letterhead 













$500,000 GENUINE 
MAJESTIC-GRIGSBY GRUNOW 
REFRIGERATOR & 
RADIO PARTS. 
2000 REFRIG- 
ERATOR 

UNITS 


GUARAN- 
TEED 18 MONTHS. 
SEND FOR PRICE LIST. 
G&G GENUINE MAJESTIC RE- 
FRIGERATOR & RADIO PARTS SERVICF 


5801 W. DICKENS AVE. CHICAGO, ILL. | 








MORE THAN 3000 ITEMS 
IN OUR COMPLETE 68 PAGE CATALOG 
Rebuilt Cleaner and Washer Parts and Supplies 
for All Makes 
One of the Finest 
and Most Complete 
Rewinding Services in 
Vac Armatures $1.50 up the Industry. 
TRIANGLE APPLIANCE CO. 
3250 Tyler Ave. Detroit, Mich. 


to get latest folder on this amaz- 
ing instrument and 15 Day Trial 
inspection offer 


PRACTICA Lecning 


Practical instrument Co. 2717-B No. Ashland, Chicago 

















“What Can It Do For Me?” 


Advertising that is read with this thought in mind, may provide the 
solution to a problem that has kept you awake nights for weeks. 
Remember, back of the signature of every Electrical Merchandising 
advertiser is another organization, whose members have thought long 
and hard about your business in the course of introducing and apply- 
ing their products or services to your industry. 

If their offerings can improve the quality of your company’s product . .. or save 
your company’s money ... they can contribute to your company’s income. 


We all know, “It pays to advertise.” It pays just as big to investigate what is 
advertised! 


Each month, Electrical Merchandising advertisers, old and new, invite you and 
25,000 other readers to investigate further the advantages they can provide. 


ELECTRICAL MERCHANDISING 
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Bulb Manufacturer 


to handle a new and very attractive proposition 
through jobbers and dealers on a national scale. 
Write fer particulars. Address 


SW-490, Electrical Merchandising 
520 N. Michigan Ave., Chicago, Ill. 











Up go 
Appliance 
Sale 
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é sales or servicing employment tj 
investment opportunities associated with the 
establishing of new businesses, partnerships 
products, etc., ete., ete. If you have a 
employment or business opportunity to offer 
these men you can do so effectively and at 
small cost through advertising in the Search. 
light Section of Electrical Merchandising 










































































Refrigerators 
—up 20% 
Washers 
—up 12% 
Oil Burners 
—up 35% 
Stokers 
—up 68% 






ELECTRICAL MERCHANDISING § 
330 W. 42nd St. N.Y 9B 
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*® GAS-O-LECTRIC POWER PLANTS * 


oe ais 


Sensational 
Development! 


Two Plants in One 


The new all purpose RED TOP combination A. C. and 
D. C. tight and power plant provides both 110-V., A. C. 
300 watts for lighting, household appliances, small electric 
tools, and up to 325 watts D. C. for charging 6, 12, and 
32-V. batteries. The only practical “2-in-1” gas electric 
plant for farm, home, trailer, boat, etc. Prices from $98.50 
f. o. b., Chicago. Push button starter. 


FOR D. C. ONLY 


RED TOP Gas-O-Lectric Power Plants, for charging 
6 or 12 volt batteries, 175 watts available at $54.50 
and $57.95 list. Portable. Efficient. Push button 
starter. Also other plants from 100 to 2000 watts 
i. CF. 2 2G 


Send for dealer discounts and complete literature. 
PIONEER GEN-E-MOTOR CORPORATION 
Manufacturer of “PINCO" Products 
Dept. No. E-lH 
466 W. Superior Street 
Chicago, Ill. 



















McGRAW-HILL 


DIRECT 


MAIL 








As publishers of Electrical Merchandising for over 
20 years, McGraw-Hill is uniquely equipped to 
offer complete, authoritative Direct Mail cover- 
age of the Electrical Appliance Trade. Extreme 
accuracy (guaranteed 98°) is maintained on a 
daily corrected basis and the widest possible selec- 
tions are available. Send for folder entitled ‘Hun- 
dreds of Thousands of Reasons Why" which de- 
scribes how McGraw-Hill Lists are built and main- 
tained. 


e What Selection Do You Want to Reach? e 


Electrical Wholesalers 


Appliance Dealers 
Major Appliances Department Stores 
Minor Appliances Hardware Stores 
Larger Dealers Etc. 


Geographical Selections 
Population Groups 
Write for list “Electrical Appliance Trade" 
giving details on selections, counts, prices, 
etc., or ask any representative. 


Occupational Groups 
Central Stations 








CT MAIL DIVISION.... 









330 W. 42nd STREET 
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No Runs—No Hits’ 
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and lame in his arguments. Then he 
began to imagine each prospect as his 
wife and, after a string of successful 
sales, the complex left him. He en- 
tered the major league of appliance 
sales. There was also Pete Brownlee 
who knew all the answers. In the old 
days, he’d rather win an argument 
than make a sale. It was practically 
impossible for a prospect to get a 
chance to express herself when Pete 
got to talking. He nose-dived out of 
one drawing account into another until 
he had nowhere else to go. Caught up 
at last, he was given a tip by an alert 
sales manager that has since put him 
into the major leagues. Said the s.m. 
“Learn to ask questions and then lis- 
ten.” Borden and Bussey’s excellent 
book, “How To Win A Selling Argu- 





| ment,” (since dramatized in a movie) 


: brought out the primal selling truth 


| that “expression deflates and repres- 
| sion inflates.” Each big leaguer in the 
appliance selling field realizes the im- 
portance of letting the prospect ex- 
press herself! That is what Pete 
needed to know before he began to 
increase his batting average. 

It isn’t intelligence alone that wins 
the sale. It isn’t ability entirely that 
makes a major leaguer, It is the added 
ability to make the crowd respond. 
After all, in appliance selling, we are 
selling responsiveness, and human- 
ness so often rings the bell as com- 
| pared to such a sterile thing as intel- 
ligence. A big leaguer has color, 
warmth, positive glamour. The 
bleachers like him when he modestly 
tips his hat, after knocking a homer 
with the bases full. 

Finally, a big leaguer loves the game 
—not for what he can get out of it 
but for what he can put into it. If 
you think of what you are going to 
get, you won’t get much, but if you 
think of what you are giving as 
an appliance salesman, you'll win 
plenty. The biggest earners I know 
are they who maintain an evangelistic 
fervor for the good they are doing; 
knowing that earning power is an auto- 
matic reward for a service rendered. 
Given the right electrical appliance, 
properly serviced, honestly manufac- 
tured for years’ of satisfactory use; a 
| salesman is giving the buyer far more 
than its cost. 

Remember, too, the plus living that 
you can lasso if you strive harder, dur- 
ing these remaining torrid summer 
days, to see more people and to tell a 
more effective story. All the sand- 
lotters and bushers of the selling field 
will be fishing, or somewhere else. 
Stay on the job. Spread the gospel 
petition. Sure I know, with the stake 
that many appliance salesmen have 
piled up, they’ll go vacationing or fish- 





| ing. But a major leaguer fishes for 


prospects when he has the lake to 


| himself. While the others are resting, 
| he works. 


No runs. No hits. No errors. That 
is not the way a major leaguer is built. 
He must run a lot, hit a lot, make a 
lot of mistakes—but always be human 
and likeable. The epitaph of Robert 
Louis Stevenson, I guess, expresses it 
—‘‘Here lies one that meant well, 
tried a little, failed much.” 








the 
flat-top 
range unit 


















that has always 
Siven wide-area 
CONTACT COOKING 


The entire top is flata—formed of 
black, chrome alloy metal, hous- 
ing the refractory in which the 
heating wires are embedded 
under pressure. The heat from 
these wires is thus transmitted 
through the refractory direct to 
the large flat metal surface 
uniformly. The cooking, vessel 
touching this broad surface cooks 
through every square inch of its 
bottom. This is CONTACT 
cooking — the most efficient 


method. Chromalox super-speed’ 


units have always cooked this 
way—have always been designed 
this way. They have always been 
flat. They were designed right, at 


the start, and present no compro-. 


mise now. 
+ 


This is no news to the range-using public 
—they know Chromalox units, appreciate 
them and buy them on many ranges as 
standard equipment. Sell these ranges— 
and let Chromalox units increase your 
volume. Replace defunct units with 
Chromalox—they fit all ranges, and cut 
your inventory way down. 


Get the facts—-MAIL THE COUPON. 





GET 
THIS 





Mail with your business letterhead 


EDWIN L. WIEGAND CO. 
7525 Thomas Bivd., Pittsburgh, Pa. 


Send me the “Chromalox Plan” book. 


WORM: 0.0 os vccccccccceccosecscuccebeiee 
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Apologies to Dry-Zero 


VERY printing office has a jinx that 

gets loose periodically. It selects 
some perfectly clear statement in a 
piece of manuscript copy and by slip- 
ping in or taking out a letter or a 
syllable, turns the meaning upside 
down. The jinx hypnotizes type set- 
ters into making the mistake and proof 
readers and checkers into passing it 
unnoticed. It is the reason why 
printers grow old early and why pub- 
lishers are prematurely gray. 

Our office jinx got loose recently. 
For an advertisement in Electrical 
Merchandising, June issue, the follow- 
ing direct, truthful and convincing 
message to dealers and salesmen was a 
part of the copy to be set: 

“Tf you are fortunate enough to be 
selling a Dry-Zero insulated refrigera- 
tor, you will know that the manufac- 
turer has paid more for this better 
insulation to insure economical and 
satisfactory operation for the entire 
life of the refrigerator.” 

Only when the issue was printed, 
bound and in the mails was it dis- 
covered that on page 37 the ad ap- 
peared reading: 

“Tf you are unfortunate enough, 
etc.” 

Everybody’s face at Electrical Mer- 
chandising is deep red over it. We are 
hygroscopic as anything, absorbing 
moisture with our heat insulating 
value greatly reduced. Dry Zero, on 
the other hand, being non-hygroscopic 
and highest in insulating efficiency is, 
fortunately for the refrigeration trade, 
unimpaired. 


Anti-Ironer 
To the Editor: 


I am a constant reader of the maga- 
zine you edit, and I am amused by 
your constant boosting of the domestic 
ironing machine. You bemoan the 
fact that sales are in the ratio of 1 
to 10 washers, and I wonder if you 
have ever tried to operate one, or 
have other than a skilled demonstrator, 
try to operate one. 

I have sold hundreds of ironers 
through various outlets, put on the 
first ironer demonstration ever staged 
by Macy’s, and I am of the firm belief 
that fully half of those sold are never 
used after a few unsuccessful attempts. 
The reason the ironer doesn’t sell is 
because its not practical. Its a joke 


to say you can iron shirts or dresses, 
(yes, a highly—practiced demonstrator 
can) and as for sheets, you have to 
fold them so much before putting 
them through that much of the area 
remains unironed. The old Swedish 
mangle was just as efficient for 
sheets. 

Maybe the industry can improve the 
ironer so that these objections are 
overcome, but until that time they are 
injuring themselves by foisting on the 
public a half-baked idea which quickly 
goes into disuse to the disgust of the 
buyer, and the jeopardy of the major 
appliance industry. 

J. S. Kearns, 
30-49 Crescent St., 
Astoria, N. Y. 


A “Pish Tush” From 
Mr. Ayres 


EATING the tomtom in alarm, 
Advertising and Selling points a 
finger at installment selling declaring 
that it is pretty nearly back to the 
dangerous peak of 1929. Also’ that 
credit has been extended most liber- 
ally in the places like the Mahoning 
Valley and places like Youngstown 
where consumer income is least stable. 
Cigar-puffing Milan V. Ayres, statis- 
tician for the National Association of 
Sales Finance Companies is an 
oracle Electrical Merchandising con- 
sults when confronted by such a di- 
lemma. Scratching a match, Mr. Ayres 
refused to view with alarm at all. With 
the census reporting $3.6 billion install- 
ment sales in 1935, and an estimated 
rise to $4.5 billion for 1936, he did not 
think this looked dangerous when com- 
pared to $6 billion of installment sales 
in 1929, which was safely climbed out 
ot. 

While there has been an increase in 
the length of payments and a decrease 
in the amount of the down payment, 
nevertheless this has not been danger- 
ously pushed in the electrical appliance 
field, he thinks. Most of the three or 
four-year financing has occurred with 
electric refrigerators, which are turn- 
ing out to be much more stable com- 
modity than originally estimated. Fur- 
thermore, most of the finance houses 
are careful to deal in paper of well 
known makes of tested ability to stand 
up, and with good neighborhood repair 
service. Following is a table which 
shows how department store deferred 
payment selling is being done: 








aximum Minimum 
erms Down 


T 
Commodity (months) Payment 


Mechanical Refriaerators None 
Radios, Phonographs .... 10% 
Stoves a 10% 
Other Kitchen Equipment 10% 
Laundering Equipment .. 10% 
Plumbing Supplies 10% 
Oil Burners » aehiahineatacie. 6 10% 
Vacuum Cleaners 5% 
Sewing Machines $3.00 
Furniture .... 10% 
Floor Coverings 10% 
Draperies 10% 
House Furnishings 10% 


meeting, Chicago. 





DEPARTMENT STORE DEFERRED PAYMENT SELLING 


Typical Terms During 1936 


Figures released by J. Anton Hagios at the N.R.D.G.A. Credit Management Division 


NOTE: The above figures represent the number of stores reporting in each instance. 


Trend of 1936 Over 1935 


Minimum Down Payment Maximum Monthly Terms 
increase Decrease Same Increase Decrease Same 


2 7 49 18 59 
i 54 9 63 
14 53 12 60 
2 40 I 39 
10 27 9 30 
8 | 7 

10 ! i 

67 13 57 

42 5 4l 

62 12 61 

69 6 73 

62 6 66 

52 4 55 
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The Merchandising Month By L. E. Moffatt 


Home Canning Made Easy 8y Mrs. Ralph Borsodi 


Ammunition for the range salesman. 


No Hits, No Runs, No Errors 8y G. E. Stedman 


Baseball Parallels for Appliance Salesmen. 


Door Openers By Anna A. Noone 
Helps from the manufacturer for getting interviews. 


Using Your Head to Save Your Heels 


Smart sales ideas from here and there. 


"Musts" and “Musn'ts" in Cooperative Financing.. 
How Indianapolis is solving the finance and credit problem 


Action Displays 8y |. L. Cochrane 
The fifth of a series. 


New Appliance Store in Portland 8y Guy A. Smith 
Utility remodels on a big scale. 


Leave Them and They Love Them 


The advantages of home trial. 


Display . . . Sales... Delivery... 8y W. B. Fiske 
More about taking the store to the customer. 


Statistical Barometer 


Little Journey to an Electric Home 
What an electrical man uses at home. 


Getting Into the Business 


The second of a series. 


In Air Conditioning the Dealer's Day Is Here 


By Laurence Wray.. 
A picture of the air conditioning situation in Birmingham, Alabama 


Warm Up Coal Dealers for Stoker Prospects 


Progress of the Stoker business in Nashville. 
News of Air Conditioning 


Trends Revealed at Furniture Mart 8y T. F. Blackburn... 
Men and equipment at Chicago. 


Surprise Features of Vacuum Cleaners 


Pointers from a veteran vacuum cleaner man, 


Utah's House By Clotilde Grunsky 
Demonstration home in the far West. 


New Positions 


The Product Parade 
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people who get more enjoyment out of 

life than others. They’re not the wealthy 
... not the super-sophisticated. But they seem 
to be healthier, happier. Their homes are 
inviting. They own modern labor-saving con- 
veniences. They dress better. They have more 
leisure time. What they own others want and 
eventually buy. 


1e EVERY COMMUNITY there are groups of 


It is the heads of such families that read the 
national publications that have been carrying 
Lovell’s advertising for nearly a decade... 
advertising that builds preference for the 
Lovell product, of course, but “‘sells” the ad- 
vantages of home laundering as well. And the 
Lovell message... “Saves Clothes... Saves 
Time . . . Saves Energy . . . Saves Money”... 
appeals to this better class of buyers because 
it is a part of their whole creed of living. 


BUY A 
LOVELL EQUIPPED 
ELECTRIC WASHER 


SAVES CLOTHES 
SAVES TIME 
SAVES ENERGY 
SAVES MONEY 


Makes Clothes Cleaner 
and Whiter 


That’s why millions of intelligent women 
know the Lovell Wringer as a dependable, 
efficient part of the finer makes of modern 
power-driven washers . . . know the Lovell 
Wringer as an important labor-saving 
mechanism approved by famous research 
laboratories, domestic science authorities, and 
noted engineers in the washer industry. And 
to these leaders in America’s social life, a 
Lovell Wringer definitely establishes a higher 
standard of excellence for any washer of 
which it is an integral part. 


An attractive new 48-page booklet Selling 
Lovell-equipped Washers” is now ready 
for distribution among retailers and 
salesmen of power-driven washers. It is pro- 
fusely illustrated, interestingly written, 
and surely worth the few moments of your 
time that it will take to read it. For free 
copy, send name and address on postcard. 


THE LOVELL MANUFACTURING COMPANY - ERIE, PA. 














FRIGI 











POWERFUL MID-SUMMER SELECTIVE SELLING 
CAMPAIGN BOOSTS HOT WEATHER SALES SKYWARD! 


® Thousands of Frigidaire Dealers are cheer- 
ing the sales magic of Frigidaire’s spectacu- 


lar 3-phase Mid-Summer Selling Campaign! 
It’s “clicking” all over America! 

Dramatic showmanship, sensational dis- 
plays, and pre-tested selling ideas are 
crowding Frigidaire showrooms with eager 
refrigerator buyers! Making sales history! Sky- 
rocketing hot weather sales higher than ever! 


FRIGIDAIRE DIVISION . GFNFRAI 


Intriguing and sales-compelling is the 
Frigidaire hot weather challenge “Makes Ice 
Cheaper Than You Can Buy It!” For amaz- 
ing is the cold-making ability of Frigidaire’s 
Meter-Miser. This simplest of all refrigerat- 
ing mechanisms. . . remarkable in economy 
of operation while keeping food safer, 
fresher, longer . . . enables 

Frigidaire Dealers to offer Proof 


DEALERS 








of outstanding refrigerator perfo 
that is selling thousands daily! 

Yes, Frigidaire Dealers have a supet 
dance of selling advantages. Only Frigi 
has the Meter-Miser! The new All 
Quickube Tray with Instant Cube-Relt 
The Food-Safety Indicator with dial o 
side of cabinet door! The Automatic 
Release! The 9-Way Adjustable Inte 
F-114 refrigerant! Product of 
Motors! ...Can you wonder longée 
Frigidaire Dealers have made Frigi 

the fastest selling reffi 
in all the world! 





MOATOARS SAILFS COARPONRATIOAN . NAYTA 














